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@ THE EMPORIUM, SAN FRANCISCO 

@ FRANK & SEDER COMPANY, DETROIT 
@ GILCHRIST COMPANY, BOSTON 

© GIMBELS, PITTSBURGH 

@ THE LEADER, MINNEAPOLIS 

@ THE MAY COMPANY, BALTIMORE 

© STRAWBRIDGE & CLOTHIER, PHILADELPHIA 


THEY CREDIT DOUGLAS’ REMARKABLE TURNOVER TO THE LONG-TIME 
HONESTY OF DOUGLAS MANUFACTURING ...TO ALL-LEATHER “CONSTRUCTION 
-. +. TO NATIONAL ADVERTISING ...AND TO SENSIBLE Ru TAIL PRICES! 





















YOU’LL admit that a group of outstanding stores, such 








as those listed above, wouldn’t all agree on Douglas 
Shoes without good, sound reasons! And you’ll further 
admit that it would pay you to know those reasons, 
before you buy your line of Spring shoes. 

We would like an opportunity to tell you those rea- 
sons. There are quite a few. But, chief of all, we can 


definitely say that DOUGLAS SHOES GIVE YOU ONE OF THE 





Important news for your women’s department 


Lady Douglas Shoes, sport, and dress mod- 
with a bright, new els to retail at $3.50 
line, are about to en- and $4.85. Lady 
ter the most out- Douglas Normal- 
standing season in Treds (with patented, 
their history! Be sure corrective features) 
to see the business, retail at $6.50. 


y Douglas 




















FASTEST TURNOVERS IN THE SHOE BUSINESS TODAY! 


fulfill. But we’re not afraid of the job! The new Douglas 
Line for Spring is ready. If you want to know why lead- 


ing department stores are featuring Douglas Shoes, 


That’s a big statement. And it’s a big promise to D O U G L A S 


mail the coupon today. AMERICA’S FAMOUS SHOE-VALUE 












Men’s Shoes . $3.50, $4.50, $5.50 


Lady Douglas Normal-Treds $6.50 


(with patented, scientific, corrective features) City 


Lady Douglas Shoes . $3.50, $4.85 ‘ame 
Men’s Normal-Treds Startat$7 gp ,c¢4 


W. L. DOUGLAS RETAIL PRICES W. L. DOUGLAS SHOE CO., Brockton, Mass. 


“ Gentlemen: Please have your representative call and tell 
Spring, 1935 me about the new Douglas Spring L 


ine and Policy. 
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ILL ROGERS said: “We have 
got the most thorough train- 
ing in every line of business in 
this country but statesmanship and 
for that you just decide overnight 
yourself: ‘I am a statesman.’ ” 
Will was speaking of political 
matters but there is now appearing 
a serious necessity for economic 
statesmanship, both national and 
international. 








Recently we had guests from 
Australia — shoe men, long sub- 
scribers to the Boot AnD SHOE RE- 
CORDER—Malcolm Parker and Mr. 
Dobbins. It was a real joy to lis- 
ten to their economic opinions. 
Mr. Parker, for example, is not 
only versed in high grade shoemak- 
ing but is a deep student of mon- 
etary science and his picture of 
the banking operations of Australia 
revealed a Utopia far removed from 
the situation in the United States. 
We have much to learn from 
Australia aside from the benefits 
we have already received by use of 
the Australian ballot. 

On the other hand, Australia has 
a close affinity to us in footwear. 
Our styles and our methods of mer- 
chandising are acceptable to the 
great continent down under. Aus- 











tralia is closer in style to New 
York than it is to any other part 
of the globe. Their seasons oppose 
ours. As we enter: Winter, they are 
entering Summer and the _ inter- 
change of fashion news is most 
valuable because they pick up the 
Summer sun when it fades from 
our sight. 

Some time far ahead, maybe 50 
years, when the International Shoe 
Retailers Association holds its con- 
vention and airplanes cover the dis- 
lance in a day’s run, then we can 
look forward to a meeting in that 
far country, so sympathetic to our 


merchandise and methods. 
* * * 


oo that American exporters 
were seriously considering the 
purchase of thousands of drought 
cattle hides for exportation to Eu- 
ropean destinations, were set at 
naught by officials of the Federal 
Surplus Relief Corporation, which 
has charge of the hides. 

















The only overtures along this 
line, it was said, were made by the 
Silverman interests, which figured 
in the scheme to purchase large 
surplus stores of Army and Navy 
goods some months ago and re- 
sulted in an official inquiry. 
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Silverman’s proposal to exchange 
surplus hides for European goods 
were coldly received by FSRC au- 
thorities, who frown at any plan to 
send the more than 2,000,000 cattle 
and calf skins out of the country at 
this time. The necessity of provid- 
ing the relief population with shoes 
and other leather goods is one of 
the factors discouraging any “such 
plan, it was said. 

The FSRC also has no intention 
of selling its hides “for a song” to 
bargain hunters. 














80—160—4! Sounds like foot- 
ball signals but they are tokens of 
the amazing juvenility of John H. 
Connor, U.S.M.C. 

He celebrated his 80th birthday 
last week; his 160th trip across 
the Atlantic and his 4th circum- 
navigation of the globe. 

Speaking about the globe, the 
veteran executive in foreign fields 
received, as a tribute of affection, 
a magnificent globe of the world, 
set on a mahogany stand. While 
the ceremony of presentation was 
going on, a pert little stenographer 
(enjoying the festivities) whis- 
pered: “They never should have 
presented him with a globe. He’s 






likely to find some spot upon it 
that he hasn’t been to and he’ll rush 
away again. We see him so seldom 
as it is.” 

That was, perhaps, the finest 
tribute of the day for the vigorous 
octogenarian is stubbornly oblivi- 
ous to the passing of Time. 

Someone else said: “Is it pos- 
sible that this youth has grown up 
and is really old enough to retire? 
You'll not believe it if you look at 
him but when you turn your eyes 
in another direction, to the record 
of the work he has done, the thought 
of immaturity will vanish.” 

* * * 

HRISTMAS gifts in the retail 

shoe store appear to be the 
order of the day for the coming 
pre-holiday season. Several retail 
store promotion managers of large 
men’s Eastern factories with fac- 
tory-owned stores are launching a 
suggestive selling campaign to get 
that extra Christmas shopping 
dollar. 

Three large department store 
buyers and a leading Boston retail 
store manager, frankly admit this 
new campaign to interest the Christ- 
mas shopper is the result of the 
Recorper’s recent Christmas Sell- 
ing and Gift feature, which brought 
forth scores of letters of congratu- 
lations from retailers throughout 
the country. 

To the customary shoe trees, 
buckles, polish kits, spats and other 
accessories, new gift suggestions in 
the form of imported wool hose, 
leather jackets, gift boxes of golf 
balls, belts, mufflers and men’s 


gloves have been added this year. 
* * * 











agp is going to be put on a 
personal basis in Germany,” 
according to Dr. Robert Ley, Trade 
Union Commissioner, who has de- 
creed an eternal banishment of the 
time clock. He says: 

“The degradation of working men 
and women to a mere file number 
is a bad influence. It establishes 
the soulless labor system. We are 
going to put labor on a personal 
basis in Germany.” 





TO SURVIVE OR 
NOT TO SURVIVE 


YOU AINT 





CHAINS 











—A most interesting article on the Chain 
Store as a "Symbol of Social Change” 
appeared in a recent issue of the New 
York Times Magazine. 

—In this article there is much that is 
heartening to the independent merchant 
provided—. 

—lIt's interesting to note that, notwith- 
standing the fact of rapid chain store 
growth from 1919 to 1929, more than 
1,200,000 out of approximately 1,500,000 
retail outlets in the United States today 
are independently owned and operated. 

—A most significant statement in this 
article is as follows: “The way in which 
a store is owned and controlled is 
less important than the way it looks, 
smells and does business.” 

—The independent store has as good an 
opportunity to succeed today as ever, 
provided it looks good, smells good 
and does business in an aggressive and 

rm way. 

—tThe hit-or-miss business of yesterday is 
the sheriff's happy hunting ground today. 


Punt 1o- (onto 


President. 





Speaking about time clocks, eva- 
sion on evasion of NRA code hours 
prevail the country over. The time 
clock evasion used is perhaps the 
most dishonest. The store worker, 
under the NRA, is permitted 48 
hrs. of employment. The worker 
checks in in the morning and after 
an 8-hr. day, checks out. But un- 
less he returns to do his extra 
night work (from 2 to 4 hrs.) he 
might just as well take his hat and 
go somewhere else. 

For the records—the time clock; 
to hold the job the old schedule of 
hours, 72 to 90 a week; and for the 
pay envelope—the same minimum 
wage. 

* * * 

HE Vital Circle, as pictured by 

Fred Giesman in the Chicago 
Market Daily is: 


“When Some One Starts Buying 
Then Some One Starts Selling; 
When Some One Starts Selling 
Then Some One Starts Making; 
When Some One Starts Making 
Then Some One Starts Working; 
When Some One Starts Working 
Then Some One Starts Earning; 
When Some One Starts Earning 
Then Some One Starts Buying.” 
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ARTHUR COHEN, one of the 

« leaders in the New York State 
Shoe Retailers Association, has 
taken most seriously the indictment 
of the New York State Medical 
Board that shoe men were over- 
stepping their boundaries in recog- 
nizing foot ailments. Mr. Cohen 
has kept in close contact with the 
Medical Board and if you want an 
excellent example of “How to do 
it,” study the retail advertisements 
of the merchants of Albany. Mis- 
leading ads are out. Claims of 
cures are out. As Mr. Cohen says: 
“Our job is to fit correct shoes cor- 
rectly and to give comfort but not 
cures.” 

In fact, Mr. Cohen was compli- 
mented by the State Medical Board 
for making a change in his ad. 
What was “foot” troubles is now 
“shoe” troubles. He adds the cau- 
tion: “Some plan should be put 
up to all New York State shoe mer- 
chants who sell corrective shoes for 
the Board is going to watch and 
may crack down on some of them.” 


* * * 


HOMAS O’HARE, who has ar- 

bitrated more shoe cases in the 
State of Massachusetts than any 
living man and who understands 
the relations of employer with 
labor, here and abroad, made an 
impromptu speech at the recent 
Boston Boot and Shoe Club meet- 
ing. His deductions after visiting 
the European continent were that 
in 1935, in America, we would all 
be “out of the rough, into the 
smooth.” si it ta 








LARENCE RAUT, who sells 

Conrad shoes in the big cities 
in the West, has turned gentleman 
farmer, as a side issue, having 
bought a farm near Butler, Ind., 
last year. He called in a brain 
trust from Purdue and Michigan 
Universities Agricultural Depart- 
ments to tell him what that particu- 
lar ground would best produce, 
with the result that he has marketed 
potatoes in packages bearing his 
name: “Raut High Grade Sand Po- 
tatoes,” getting $1.08 a bushel as 
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against the market price of 50 cents 
a bushel, and they are being sold 
in the finest of the grocery stores in 
the loop. He sold 5000 pounds of 
potatoes this season, with the re- 
sult that his farm is on a self-sus- 
taining basis for the year, and with 
200 bushels of seed potatoes he in- 
tends to put in 40 acres next year, 
which, as he expresses it, will make 
it possible for him to have a nice 
vacation each Winter in Florida. 
During the Winter he makes his 
home at the Park Lane Hotel, Chi- 
cago. 
* * * 

N Pennsylvania five million pairs 

of shoes were distributed to the 
unemployed during the last fiscal 
year. Fifty per cent of this number 
was furnished by the State, and 50 
per cent by the County Relief 
Boards. At present there are three 
systems employed in Pennsylvania 
for distribution of Relief Footwear 
-—commissaries, relief orders and 
cash. In Philadelphia County only, 
unemployed receive cash. 

From best available facts, the 
State is planning to supply relief 
footwear for two or more years to 


come. 
* #* # 


b ive Shoe and Leather News of 
London says: 

“Government and Research are in 
accord. Mr. H. J. Cridland, presi- 
dent of the Bristol Boot Manufac- 
turers’ Association, has issued in- 
vitations to Bristol and district 
manufacturers to attend a luncheon. 
Mr. Bradley will give details of a 
proposal that the Government has 
made whereby a grant of £5,000 
will be made provided the trade 
will subscribe a sum of £7,000. We 
have drawn attention on more than 
one occasion to the splendid work 
that has already been accomplished 
by the Research Association, which 
now finds its investigations re- 
tarded through lack of funds. That 
the Government is prepared to 
make a substantial grant condi- 
tional on the trade taking its share 
of the cost is a sad commentary on 
the dilatoriness of the trade where 
research is concerned. The sum 
of £7,000 is not a large amount to 
be subscribed having regard to the 
number of concerns engaged in the 
manufacture and distribution of 


1934 


footwear and the ‘dividends’ to be 
earned from the investment, and it 
is to be hoped that Mr. Bradley’s 
address will lead the way to a. flow 
of subscriptions that will make the 
Government grant a certainty.” 


* * * 


EVENTY-NINE types of lasts 

from the T. W. Gardiner factory 

in Lynn are being shown in the 

Conrad Shoe Store, Boston. They 

range in size from No. 2 for “first 

step” or children’s shoes, to No. 12 
for adult shoes. 

The purpose of the display is to 
acquaint the walking world with 
the familiar fact that “the last 
comes first in shoemaking and shoe 
fitting.” At least, it’s familiar to 


-shoe men. 


The lasts are set in a row along 
the front and the two side windows, 
and they make as imposing a dis- 
play of modeled wood as has been 
seen in retail stores of Boston for 
many a” day. 

* * * 


R. J. BRUCE McCREARY of 

the Pennsylvania Health Board 
says that insufficient footwear low- 
ers vitality in Winter. He classes 
scanty footwear among the dan- 
gerous styles of Winter, having 
particularly in mind sandals as 
worn by women over frozen side- 
walks, and bare knees or bare legs, 
as sometimes seen among children. 


H. MURPHY of Wilkes-Barre 

- Dry Goods Company, Wilkes- 
Barre, Pa., says: 

“At the present time our opera- 
tion to date proves, with last year’s 
reports, a nice increase in business, 
with a decided decrease in retail 
stock condition; also an increase in 
pairage sales with a decrease in 
stock pairage on hand, giving us a 
better turn-over this year. 

“The month of November was a 
very good month, as all indications 
point to a higher rise in the shoe 
business. Our sales to date show 
suede and suede combinations in 
hi-cut types predominate, with 
crushed leathers in spectators a 
close second. While gabardines 
were sold, the plain pump was 
favored. Combinations with patent 
or leather went rather slowly.” 

* * * 
ALTER WINCHELL, in the 
Daily Mirror, urges: 

“If I were the Roosevelt of the 
retail stores, I would invest a for- 
tune in newspaper advertising and 
urge the public to help circulate 
money by making this the biggest 
Christmas ever. 

“If everybody who has any 
money would spend it freely on 
holiday gifts for their kin and 
friends—it probably would result 
in the biggest and wealthiest turn- 
over since the depression, and 
hasten its end.” 























ISENJ 
BERS 


“Remember. | spotted her first—so | get the commission.” 





HE Pavan 
i Hs au 
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Right — Holeproof's ''Knee- 
High" stocking, which so suc- 
cessfully launched the idea of 
short, garter-top hosiery for 
warm-weather wear. 


From now on there is business to be done in hosiery 
for cruises and the South. Not a big business from 
the point of view of volume, but enough to warrant 
some immediate thought. And it’s a business fairly 
important from the fashion angle. For no store wants 
to be unprepared for these smart customers now in the 
market for resort outfits and accessories. It is too early 
to select this merchandise from the new lines. But 
from colors now available it is quite possible to pick 
a group of shades to promote as cruise items. 

Our Cruise-Ship diagram tells the story as we see it. 
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STOCKINGS 


Cruise and Southern Promo- 
tions Bring the First Indications 


of Spring and Summer Colors 


In the circle above—a group of anklets from 
Westminster. White socks with colored 
stripes in three widths. A popular mesh 
anklet in pastel shades. The plain color sock 
which is newest in Navy blue and brown to 
go with similar accents in clothes. Decided 
colors, darker and stronger than last year, 
are also featured in the striped number in 
the center. 


These stocking pennants, flying in the breeze, give the 
resort colors in the order of their significance. 

First come the sunburn stockings—a light tone and 
one a degree darker and ruddier. The average woman 
who travels South needs two sunburn shades, and she 
can get along with these and nothing else for daytime 
and evening. She wears the lighter shade with pastel 
day clothes, with her evening dresses and perhaps for 
every occasion until she acquires a sunburn. She 
chooses the darker tone for white or brilliant colors. 
And after her skin has taken on a good tan, she may 
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That Go South 


wear this color with most of her costumes, all around 
the clock. 

So much for the general rule—and now for the ex- 
ceptions. Three other shades have a special news 
interest. 

Very light, typically evening, nude shades have been 
worn for daytime within the last few weeks in the 
North, even with dark clothes. And on the basis of 
that demand, many buyers expect to sell some of these 
extremely light skin tones for the South and for the 
coming Spring and Summer. The news from European 
resorts that many smart women are carefully avoiding 
sunburn strengthens their faith in this delicate type of 
color. They believe it fits in, too, with the interest in 
very feminine afternoon and evening costumes. 

Then, at the other extreme, are the indications of a 
certain interest in clear, medium-dark brown tones. 
At the end of last Summer, there was a fad among 
younger girls for these brown stockings to wear with 
light clothes and white or brown-and-white shoes. With 
ringless construction, such a color does not look near- 
ly as heavy as it would have a season before. These 


The pennants on our sailing 

yacht show the leading shades 

for Southern selling in the order 
of their importance. 


By RUTH 
HARRINGTON 


stockings are definitely an accent. They are too brown 
to make any pretense at blending with the skin—and 
the effect is startling—and very new. Just how impor- 
tant this may become is still problematical. But it is 
something to note—and to watch, particularly with 
brown accents so much emphasized in resort collec- 
tions, both as trimming touches and in the backgrounds 
of printed fabrics. 

The neutral beige shade suggested in our flag is a 
color intended as a blending shade with the natural 
colors shown in linens, in cottons and in shoes. Styl- 
ists are not very enthusiastic over the style importance 

[TURN TO PAGE 32, PLEASE| 
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No need to be afroid of High 
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Observe the pleasing effect 


comes foshioned 

of Benday backgrounds for tee oon anes 
shoe illustrations in these Renee treheob toni 
newspaper ads. ogee Ang el wth Ute ages owe 














Horsemen appreciate the fine muscled animal with 
plenty of reserve strength for emergencies but which, 
nevertheless is constant and steady on the bit, coming 
through the day’s work without the fatigue and nervous 
exhaustion which results always from sudden and 
spasmodic spurts of speed. Such a horse will be doing 
his share long after the more skittish type has been 
turned out to pasture and he will always turn more 
furrows during the plowing season. 

Gude’s, Inc., the largest shoe store in Los Angeles 
and one of the largest in America, favors the steady- 
pull, no-jerk, plenty-of-reserve type of advertising. The 
end of a season always finds plenty of work ac- 
complished. 

Fundamental in Gude’s newspaper advertising policy 
is the taboo on all revolutionary changes in appear- 
ance. No jerks allowed, all steady pulls! No butcher 
shop type is used even when a sale is being held. Gude’s 
advertising in and out of season carries its identifica- 
tion mark of quiet, reserve strength. The last ounce 
of nerve energy never is shot. That is apparent. 

There are reasons other than those of good taste 
for this policy, Mrs. Ruth Hamilton, advertising man- 
ager, points out. A shoe store, however large, is not a 
department store, and the average department store 
teems with promotions dramatically presented in its 
newspaper copy. The shoe store advertisement to get 
the eye of the reader and hold it in the midst of such 
broadsides must be different. It must by repetition of 
form and appearance sort of intrigue itself into the 
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=== ADVERTISING 
But Never Jerks 








consciousness of the reader. When the jerky type of 
advertisement is used it merely is: being hurled into 
competition with bigger advertisements that can jerk 
harder, and that is that! 


Plenty of Benday 


Benday backgrounds are much in favor as they pro- 
vide a frame, so to speak, produce more of a photo- 
graphic effect and make the shoe illustrations “stand 
out.” They constitute another differentiation from gen- 
eral department store promotional advertising. 

The very minimum of black is used in shoe illustra- 
tions, occasionally only is kid shown in black and 
calf just as seldom. 

Benday is abandoned for special purposes and spe- 
cial reasons only. An instance is in presenting the 
lower price shoes. Such shoes are presented in two- 
column advertisements for the most part and the ad- 





UDE'S "sree. s1-dlh ites no 
Elegant the Evening Mode with ts lavish use of gold 
ond shver 


Svoning Slippers and Bags 


beautiful and intriguing patterns their individvality vies with 
their alluring beouty. 



























Most stores put their 
Fashioned of kidshin with the New Corrogated signature at the bottom 
Sacsteomeamneteimudines of ads, but the name 
on the foot— and ony $5.00 the poi "Gude's" always appears 
otal: jnisiiiins tiniiieicel in the upper left hand 
town or tell. <8 sates Gitlen ane ott corner. ame, eneting 
thn @ heal high ade qvord ond ful length te line “Good Shoes an 

a eb cs if Hosiery" at the bottom. 
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Pin Tucks —Real not Simulated 








































That Pulls 


How Gude's of Los Angeles Plans, 





Prepares and Publishes to Produce 


CRS 


Steady Results in Sales Plus Prestige 


By J. EDWARD TUFFT 


vertisement runs more often. It is necessary to set 
forth the detail of the shoe to convince of its style 
and quality so the eye is allowed to center more on 
the shoe illustrations which are presented in much 
larger pictures. 








A i en Ra hata am Beet 


Three Column Minimum for Better Grades 


A three-column minimum for the better quality shoes 
is quite rigidly maintained. Ordinarily a maximum of 
three shoes is pictured. In “spotting” on a certain 
type shoe the width occasionally though not often drops 
to two columns. A ten inch length is the usual mini- 
mum. A lesser space means submersion even for 
distinctive advertising, it is claimed. 

Four-column, 13-inch newspaper advertisements have 
been found thoroughly effective for special promotions 
and sales. They are large enough to be seen and still 
small enough to keep the modesty and refinement of 
presentation with which the readers are so familiar. 


Manufacturer’s Copy Localized 


Manufacturer’s copy is never used “as is.” It is 
localized by the art division of the advertising depart- 
ment as well as by the copy writer. Gude-type illus- 
trations are always made, the illustrations and matrix 
furnished by the manufacturer not being used. Usually 
expressions are taken from the manufacturer’s copy 
when they are pertinent and especially apt, but there 
i is no slavish following of copy. 

a When the manufacturer’s name is nationally known 
and his national advertising has already acquired 
momentum his trade name is given practically an even 
break with the Gude’s signature. There is no good 
reason for minimizing one at the expense of the other, 
it is pointed out, when each means considerable to the 





reading public. 


What Shall We Say? 


“What shall we say and what shall we emphasize in 
our illustrations?” is a question answered by asking 
several other questions. 
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The first counter question is this: “Well, what is 
news?” The news in a shoe must be brought out. 
Perhaps the news relates to material, perhaps to type, 
perhaps to the heel, perhaps to the last, perhaps to 
something else, but whatever it is the nose for news 
roots it out and pen for news draws it and tells about it! 

Other counter questions asked in preparation of copy 
are these: “What will the customer wear this with?” 
“When will she wear it?” “What would I wear it with 
if I had it?” Gude’s never quit trying to impress upon 
the feminine public that it takes several pairs of shoes 
to carry through the day from dawn to bedtime and be 
correct all the way along. The copy writer and illus- 
trator putting herself in the customer’s place cannot go 
far astray. 


The When and the Where 


The when and the where of newspaper and other local 
periodical advertising is carefully and evenly scheduled. 
A metropolitan daily of conservative make-up and 
policy carries a weekly advertisement in the Sunday 
[TURN TO PAGE 32, PLEASE] 
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You Can Make Them 
on Your Mimeograph 


or Have Them Printed 








—L 


Folder No. 3.—Copy for pages |, 2, 3, 4 goes on back of sheet 
above point of fold. Copy for pages 5, 6, 7, 8 goes on front 
of sheet below point of fold. The bottom sheet is folded over 
one-third. Other sheets fold over, each a little over '/2 inch 
further down. Test with 4 sheets before making your stencils. 
After stenciling, front and back, assemble the four sheets, fold 
over and stitch. "Side stitch" (see marks) can be used; "saddle 
stitch" is better to insert in envelope, fold the completed folder 
over once. 


THESE three sale folders that can be produced with 
ordinary stencils on your own mimeograph (or printed, 
if you prefer) are designed to gain that “somehting 
different” that helps so much in getting people to read 
your direct-mail advertising. 

If you are going to produce them on your mimeo- 
graph you will want to get samples of the various 
colors obtainable—buff, pink, blue, white, green and 
goldenrod (called orange in the sketches given). 

Just a note or two about the tools for making stencils. 
The ball point stylus is used for tracing outlines, sig- 
natures and lettering. They come in three sizes of ball 
points—fine, medium and heavy. Then there are the 
fine or coarse loop style for ruling lines or shading. 
A very simple plan to get the light under your stencils 
for tracing hand lettering or illustrations is to secure 





T STORE_NAME 
aooarss 
RETURN POSTMA CUnhanT 





all 


tte / 


assae DAYS" 


15 BEST CONC 


Nome ond 
Adgoress 
Here 


Lia 











Illustration shows 
appearance of 
folder No. | 
closed and seal- 
ed, also half way 












STORE NAME 
aooeess 
laekal 






UARY CLEARAWAY OF SHOES 


BEGINS THURSDAY JANUARY TENTH 


open. 
















R COURTESY: DAYS 


&. Cus AND WEDNESDAY, JANUARY 8 — 


Yi Y 
YUL: yy 































NS 






a picture frame with the glass in it (about 15 x 20 in. 
in size). Have the glass securely fastened in, with a 
narrow strip of cardboard under the nails around the 
inner edge of the frame to protect the glass. 

This frame can be set up on an ordinary card table, 
with a wood support about 8 in. high at the end away 
from you to raise the framed glass. A small light, 
such as a bed light, can be laid on the table under the 
glass. 

Folder No. 1—is made on a long stencil for stencil 
paper 844 x 14 in. Notice the folding carefully in the 
sketch. Section A, the front of the folder, is 314 in. 
from the bottom of the sheet. Sections 1 and 2 are 
414 in. Section 3 is only 2% in. Try it with a 14-in. 
sheet of mimeograph paper. 

Sketches show how the various sections of the copy 
should be placed. When done (mimeographed on both 
sides) and folded—a precancelled 11-cent stamp (with 
the postal permit beneath it) holds the folder securely. 

Folder No. 2—is made of four stenciled pages— 
each 14 in. smaller than the one below. When com- 
pleted, the four colored sheets are arranged in order 
and stapled at the top, as indicated. This gives a 
colorful folder, with considerable space for your ad- 
vertising copy. 

Folder No. 3—looks a bit tricky, but it isn’t hard 
to handle if you proceed carefully. Lay four sheets 
of 11 x 81% paper on top of each other. Then spread 
them upwards so that ‘sheet 4 shows about 14 in. below 
sheet 3; No. 3 shows 1% in. below No. 2; and No. 2 
shows ¥% in. below No. 1. Now fold them over at a 
point about 314 in. from the top of sheet No. 4. This 
will give you a folder that looks like sketch No. 3. 

The folds on each sheet will tell you how to place 
the copy. Each sheet requires two stencils. One for 
the front and one for the back. Watch the placing of 
the copy. On sheet No. 4, for example, the “cover 
design” is placed on the lower 1/3 of one stencil, and 
the copy for page 8 on the lower 2/3 of another stencil. 
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Effective 
Folders 


By R. E. ANDRUSS 


A mark should be made on each stencil that will 
register at the folding point for each sheet to make it 
easier to space the sheets correctly when gathering. 

Select folder N». 1, 2 or 3 according to the amount 
of space you will need. You will find any one of 
them effective. 

When everybody is “sale-ing,” the store that does 
the best promotion job is likely to get the best results. 
Yet many merchants let things go until the last min- 
ute, rush a poorly planned ad to the paper and neglect 
the other promotion possibilities—and get poor results. 

By following the suggestions given here, -you can 
plan ahead and do a better job. All confusion and 
last-minute oversights can be avoided. 

The sale name can be selected weeks ahead, and a 
character or symbol to be used in all ads and displays 
to give a story “tie-up” can be chosen or created. A 
tentative date can be set for the start, and a schedule 
made up, with the dates when each part of the. program 
must be ready. 

A schedule of newspapers and space can be arranged, 
and an effective style of layout decided upon. The 
direct mail to be used can be determined, also the 
other forms of publicity that shall be used. 

The work of the advertising and display departments 
are laid out. The display man can go ahead with 
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At the left, Folder No. 2, made of 
four sheets of different colored 
At the right is shown the 
layout for one side of Folder No. | 
(outside) and above the layout for 
inside of the same folder. 
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Shoing method of folding direct mail Folder No. |. 
Try it with a sheet of long stencil paper. 


plans for window and store display features that tie 
up and back up the ads, and have plenty of time for 
their execution. Backgrounds, banners, signs, show 
cards, price tickets can be all done well in advance, 
except for the final fill-in of sale prices. 

At the same time the department heads can get their 
stocks analyzed (closer to the sale date, of course). 
The plans for store arrangement and merchandise dis- 
plays in the store can be made. 
arranged for. 

Mail lists can be checked, envelopes addressed ready 
for letters or circulars, if they are to be used, or a 
Courtesy Days announcement prepared and addressed 
ready for mailing. 


Extra help can be 
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D urING the past two months I have been in towns 
where general conditions were admittedly good and 
in towns where local conditions were pretty bad. In 
places where employment was 100 per cent some shoe- 
men were complaining that unseasonably hot Fall 
weather was adversely affecting trade, while in towns 
where general conditions were admittedly good and 
at least one shoe man would prove to me by actual 
store figures that his business was most satisfactory, 
both in sales and profits. 

With these facts staring anyone in the face, there is 
enly one conclusion to be reached: It is the personality 
behind the store that really counts—a personality can 
develop business where there is a known scarcity of 
trade. Even in towns where local conditions are good, 
all stores do not share and share alike. Some men, 
through stronger advertising messages, smarter win- 
dows, better styles and that certain “personality” in- 
side the store, are getting the lion’s share of the business. 

In no case has price been the dominant factor which 
has made business in the poor or good cities. Those 
retailers who are doing the best shoe selling job have 
done it by selling good shoes and by selling them from 
a customer service standpoint. 

These shoe men who are riding on top right now 
had the intelligence to work out a definite plan of 
action. They know where they are headed and just 
how they intend to get there. They also have the 
happy faculty of getting the best from those who work 
with them. 

Just this past week I have had the privilege of talk- 
ing with the heads of two fairly new retail shoe con- 
cerns, then with one who is just rounding his fiftieth 
year selling shoes. All were asked: “If you had it to 
do over again, what changes would you make?” Strange 
as it.may seem, all three answered that they were well 
satisfied with their chosen business paths. 

These new stores have been through a severe trial 
during the past two years, the first of their business 
experience. The question as to whether they considered 
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SIGN POSIS 


their original plans sound, seemed the logical one to 
ask. The answers given by the new stores came from 
the Eagle Shoe Store and Clay Johnson in Vincennes, 
Ind. It’s George Andreae who has just completed fifty 
years of shoe retailing in Evansville, Ind. 

In Vincennes, the fifty-year-old Eagle Shoe Store was 
acquired a couple of years ago by three young men, 
Walter Newcomb, John Tanquary and Norris Aubry. 
They retained only the name, as they started to build 
up a new business, with the old established name as a 
background. The new concern started operations in 
the popular priced field, men’s shoes from $3.50 to 
$7.00, women’s from $3.95 to $8.50, with children’s 
grades in proportion: A sincere endeavor was made 
to take care of every member of the family with the 
best possible shoes for their particular needs, at a mini- 
mum of expense. 

That was their self appointed line of action. The 
foundation on which this business was built was to solve 
each individual fitting problem, not only from the 
standpoint of a proper fit, but as to the right shoe for 
the right purpose. 


Iv was Aubry who said that he considered the bright 
ray of hope for the independent merchant was to be 
found in his ability to educate the public to the fact 
that it costs more money to buy cheap shoes than to 
buy good shoes. Nobody will return to a store to buy 
pair after pair of shoes if the original fitting was not 
done right, he said. So this firm feels that they are in 
a very advantagous position to do as much business as 
can be hoped for in a town of 17,000. 

Vincennes is right in the heart of the corn belt, with 
no manufacturing of any kind to fall back on. This 
section was fortunate in having plenty of rain, so local 
conditions can be classed as good. 

Across the street from the Eagle store is a brand 
new shoe store opened a few months ago by Clay 
Johnson. Johnson has been in town several years 
operating a leased shoe department in a ready-to-wear 
store. He is now right in the center of town in a smart 
store, the sole owner of an up and coming business. 

What should a merchant feature when he starts a 
shoe store in a strictly farming community where 95 
per cent of the trade buy shoes according to the 
weather map and 5 per cent according to the calendar? 

Johnson answered this question by pointing out that 
there are twenty-one other shoe stocks in town where 
people can buy popular priced shoes, so he felt that 
his best bet was to appeal to a little higher grade trade 
than the others. Past sales records showed that 50 
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per cent of the business came from a forty-mile trade 
area. He figured it would be best to let the other 
fellows carry the work shoes, he to concentrate on well 
advertised special brands. 

On the women’s side of the house he has a correc- 
tive line retailing at $9.00 and $10.00, then style shoes 
at from $5.00 to $8.00, with another feature line at 
$5.50 and $6.50. The men’s shoes run from $4.44 to 
$9.00. Prices which produced the most volume are 
$6.50 in women’s and $5.00 in men’s. Nevertheless 
sales on men’s shoes retailing at $7.50 and $9.00 have 
doubled this Fall as compared with last Spring. Top 










Personality is the biggest single factor in a 
successful individually owned shoe store to- 
day, concludes the Boot and Shoe Recorder 
Field Editor, on the basis of scores of inter- 
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to PROGRESS HARRY ee 


grades in women’s shoes have also showed a marked 
improvement since he has opened his own store. 

Johnson felt that the community would support such 
a type of store as he has, much better than they would 
have supported his leased space in a department store. 
His first four months of operation has more than 
justified his judgment, so, another man is satisfied 
that he took the right course. 

Driving from Vincennes due South to Evansville, it 
seemed like the standing corn was pretty high. A little 
questioning developed the fact that Southern Indiana 
raised a larger corn crop this year than the entire 
State of Missouri harvested, which means that a lot of 
money will be spent in December and through the 
Winter. Evansville shoe stores are preparing for a 
bountiful Santa Claus this year, and their preparations 
have nothing to do with politics. 

[TURN TO PAGE 32, PLEASE] 


views in the course of his travels through the 
Mid-West. In this installment of his running 


story he tells Recorder readers why. 





™ RETAIL 


BOOT AND SHOE RECORDER, December |, 1934 


Calendar 


A Working Schedule for Busy Merchants 





4 Why not get out a letter 
or a neat little folder to 
mail to your list calling atten- 
tion to your gift lines, such as 
house slippers, hosiery and 
party slippers? And don't for- 
get to suggest that a merchan- 
dise certificate makes a very 
practical gift. 


A table of children's 

hosiery "2 pairs for $1 
in a holiday box" or whatever 
combination you can arrange 
to sell for an even dollar makes 
a good Saturday item. Offers 
of this sort that are easy for 
the customer to buy will help 
increase your volume. 


1 Check stocks again to- 

day. Watch for "outs" 
in hosiery. Make sure you're 
not dangerously long on any 
special holiday items. And 
check regular footwear closely. 
A little selling pressure here 
will clean up many numbers at 
regular prices before clearance 
time. 


1 The first big shopping 
Saturday of the holiday 
season. Be ready for it with 
interesting windows of gift 
items, and “talking” display 
cards to suggest the gift idea. 
Inside the store you should 
have extra table displays and 
plenty of price cards. 


The day for checking 

stock. And it is extra im- 
portant that you check during 
the busy season. To be “out” 
of any of the wanted sizes and 
colors in hosiery during this big 
buying season means that you 
are sending profitable business 
to your competitor! 


13 Are there any local in- 
stitutions, such as or- 
phanages, that might be in- 
terested in a quantity of chil- 
dren's hose or house slippers, 
for their Christmas giving? 
Even if you have to shade the 
price a quantity order of this 
kind is worth going after. 


6 Every customer who comes 
into the store during the 
next three weeks for footwear 
is a potential customer for 
other items with a gift appeal. 
See that all salesmen suggest 
at least one such item—hosiery 
for instance—to every customer 
served. 


10 When you change your 

windows today it is im- 
portant that you make them 
interesting, but it is equally 
important that you plainly price 
every item on display. Take a 
tip from your chain store com- 
petitors. You never find mer- 
chandise unpriced in their 
windows. 


1 4 Tonight's ad will of 

course lay emphasis on 
the items with gift appeal, but 
why not give your staple foot- 
wear lines a big showing with 
a heading suggesting "Shoes 
Are A Practical Gift?" This 
will catch gift shoppers and 
those buying for their own 
needs too. 


3 Change your window dis- 
plays today, giving prece- 
dence to gift merchandise of 
course, but don't neglect staple 
footwear. And be sure every- 
thing in your windows has the 
price plainly marked for the 
benefit of gift shoppers who 
don't like to ask prices. 


7 Your ad in tonight's paper, 
for the second Saturday 
of the holiday season, should 
be a big, attention-getting 
affair playing up hosiery, house 
slippers and any other items of 
gift appeal that you have. 
And give some space to staple 
footwear too! 


11 Why not send a letter 

to local business and 
professional men _ suggesting 
that hosiery is an ideal Christ- 
mas gift for employees, sug- 
gesting one, two and three 
pair boxes, naming prices, and 
offering to handle promptly all 
orders telephoned to the store? 


1 5 Liven up your windows 
for today, in tune with 
your advertising for the day. 
Probably some fresh new win- 
dow cards are needed. If your 
stocks of any gift items seem 
too long be sure and post all 
salespeople so that they can 
suggest them to shoppers. 
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90 Many women are going 

to need new party 
slippers for holiday affairs. How 
about an ad on party slippers 
today, and a window display 
to back it up? A footwear spe- 
cial or two in the windows will 
probably get results from holi- 
day window shoppers today. 





9 4 Late today remove all 

window and holiday 
backgrounds and put in staple 
footwear trims. Before you 
leave the store tonight take 
down all holiday interior trims 
and cards and get the store 
in order for the resumption of 
regular business Wednesday. 


93 Run another sale ad 
tonight for Saturday 
business—and make it LOOK 
like a sale ad! Get out all the 
little odd lots, not worth ad- 
vertising and display them on 
tables. You'll be surprised how 
much there is this week for 
those who go after it. 





17 Last week of the holi- 

day shopping season. 
Keep this in mind in putting 
in new windows for the week, 
and play up the things you want 
to be sure and close out be- 
fore Christmas. And make 
your displays stocky—use plen- 
ty of merchandise and display 
cards. 


91 There should be a big 

ad tonight for the last 
holiday shopping Saturday. Be 
sure you include everything you 
want to clear, and if you've 
named any special prices play 
them up in a big way. Feature 
merchandise certificates for last 
minute shoppers too. 


2 


CHRISTMAS DAY 


And a day to 
forget business! 





9 How are your hosiery 

stocks after the Christ- 
mas season? Have you orders 
placed to carry you through 
January till the new Spring lines 
come out? Impress on all sales 
people that this is "clean-up 
day" and you want to make it 
a real "clean-up." 


18 Why not send out a 
mailing card today 
featuring just one item—your 
best seller in hosiery? Name 
a special price, just a little 
under regular, for three pairs 
in a gift box, and invite mail 
orders or phone orders. You'll 
catch a lot of last-minute busi- 
ness. 


99 Be sure everything is in 
the windows that you 
want to sell out today, and 
see that all salespeople are 
informed on the items to be 
forced. If there's a Sunday 
paper in your town an ad sug- 
gesting merchandise certifi- 
cates might be worth trying. 





9 How about a three- 

day sale the balance 
of the week featuring special 
footwear prices? You won't 
need to cut prices to January 
Clearance levels, and you'll be 
able to stir up some business 
from those who received Christ- 
mas money and are looking for 
bargains. 

















19 Make a thorough stock 
check today. Size up 
your stocks of gift items and 
if you have too much of any 
item put a price on it that will 
move it, and get it in the 
window. Size up your staple 
footwear stocks too, with the 
idea of a little sale next week. 







97 A good sale ad in to- 
day's paper, backed 
by a good sale window that 
really gives the impression that 
you have some bargains to 
offer will get results and help 
avoid that usual dull period 
between Christmas and New 
Year's. Try it! You can't lose! 





31 This will be a dull busi- 

ness day, no doubt 
but a good day for you to 
review the year's effort and see 
just where you are coming out. 
A good day too to do a little 
serious thinking about what you 
are going to do to make Janu- 
ary a profitable month. 





















THE 


EDITORS OUTLOOK 


“Stand By’ Your Regular Customers 


Wuar can be done in the refreshment of business 
during January and February? When merchants say 
that these two months are blind spots on the calendar 
and that a profit is not to be made within them, then 
there is indeed something to think about. Some of these 
merchants also have the opinion that July and August 
should be wiped off the calendar for there is no profit 
to be made in them either. A full third of the year 
in red is not a pleasant thing to contemplate at retail. 

So we approach the clearance season with the sugges- 
tion that perhaps something can be done about it. 
Many stores attempted clearances in November and 
December, in the hopes of getting the pre-Christmas 
dollar; but without very much luck, especially this 
year. Maybe public behavior has changed. Maybe reg- 
ular customers want to buy regular shoes all the year 
round and are not interested in clearance shoes at 
any time. 

Many a store is discovering that clearance business 
is done with the type of customer who doesn’t come 
in for footwear in the regular selling season. We are, 
perhaps, finding changes in human behavior. Regular 
customers, for regular sales the year round and clear- 
ance customers for clearance sales, in what might be 
termed the normal clearance period. 

To some people the months of January and February, 
July and August are purchase months, with the sup- 
posed advantage of clearance prices and the possibility 
of sizes and selection that can be satisfied after shop- 
ping around the entire town. It was considered smart 
merchandising to anticipate the clearance season by 
several weeks but that has evidently failed, for the cus- 
tomer of clearances may have developed a timing for 
need that clicks with the off-months at retail. 

At any rate, smart merchants now feel that as 
long as shoe stores must remain open every work- 
ing day of the year, that it is the better part of 
wisdom to have new shoes in constant supply for 
regular customers who can always be interested 
in something new and fashionable. The regular 
customer who is interested in orthopedic shoes is 
usually cold to the idea of a clearance purchase, 
because size and selection are not always possible 
in the off-season of the year. 

So we suggest, as a good move in merchandising, 
a mid-January opening of advance Spring styles 
suitable for fair-weather wearing in the early 
months of the new year. The stimulus of style 


BY 


MAMET Milas 


refreshens not only the window and, the salesman 
but interests and intrigues the customer who be- 


lieves in being first in fashion. 

Many communities have set regulations as to clear- 
ance dates but the new thought in that direction is that 
it is not so much an error to jump the field of retailing 
with an early clearance as it is to prolong the clear- 
ance after a new season’s starting date and time. Re- 
tailing in a community is hurt more by the continuous 
clearance signs than it is by pressure of advertising, 
window display and circularization at the time of real 


clearance. 


OnE well-known group of stores has the habit of 
displaying clearance sale signs in nearly 10 months 
of the year, in the belief that the clearance customer 
is worth cultivating, for regular customers ignore the 
sign and buy as needed or as stimulated by fashion 
mood. The almost continual clearance of this one 
store has the effect of unsettling retailing in the com- 
munity, for the few shoes displayed in the window indi- 
cate by comparison price what may be applied to a 
few numbers of shoes but certainly do not cover the 
stock of the store. 

So, for better public service to regular customers, 
consider the possibility of new shoes in regular sale 
12 months of the year. 

One merchant who tried this plan of refreshening a 
stock every four weeks has learned that there are no 
dull periods; there are only dull stocks, dull clerks 
and dull competitors who groan and moan over the 
red months of the year. 

In production it is possible to close down the fac- 
tory in dull periods but the shoe store must “stand 
by” 52 weeks in the year and the “stand-by” staff in 
the dull months is not.«so much less than in the busy 
months. So why not develop a “stand-by” philosophy 
of new and fresh shoes every month in the year. It 
gives life to a business. 
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A mark of 
EXTRA VALUE 


to millions 





I YOU want to know how the public 
regards Goodyear Wingfoot Soles, ask 


the dealers who are featuring footwear 





with them. 


They will tell you that more people ask 
for these soles by name than any other 
kind today—that sales of Wingfoot Soled- 
shoes have QUADRUPLED in three years! 


That is because the greatest sole advertis- 
ing campaign in shoe history is educating 
millions to recognize the Goodyear trade 


mark as proof of extra value. 


Cash in on this popular preference —by 
having the extra-selling power of the AMERICA’S 
Goodyear name on the shoes you handle! 

FASTEST-SELLING 


SOLE 
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WINGFOOT SOLES ano HEELS 


When writing advertisers please mention Boot and Shoe Recorder 








Can Galoshes 
Be Sold 


while the 
Sun Shines? 


Rochester Shoe Men Had an Idea 
They Could and One Store Sold 
Over. 500 Pairs, Another Store 
Better Than 400, as the Result of 


Their Planned Promotion. 


OnE of the problems in connection with the retailing 
of rubber footwear, including galoshes, has always 
been the tendency for consumer demand to follow the 
whims of the weather. Result, inactive stocks of rub- 


Left: Model 
displaying 
galoshes in 
E. W. Edwards 
shoe salon, 
Rochester. 
Right, rubber 
footwear 
window by 
McCurdy & Co. 
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At the left: Effective rubber footwear window by Wm. Eastwood 
& Son Co. in recent Rochester promotion. Above, window 


of galoshes and umbrellas by E. W. Edwards & Son. 


ber footwear through the Fall season, with compara- 
tively little customer interest as long as weather con- 
tinued to be warm and pleasant. Then a tremendous 
rush with the first heavy snowfall that taxed the ener- 
gies of the sales force and sometimes interfered with 
the orderly sale of other merchandise. The problem 
was how to flatten out the curve of rubber business and 
level off, in some degree at least, the sharp peaks and 
valleys in rubber sales. And, incidentally, to start 
moving Fall rubber goods earlier and thus turn mer- 
chandise into money to be available for the purchase 
of other merchandise. 

A great many shoe men have just figured it couldn’t 
be done. They thought there was some queer quirk 
in the mental make-up of customers that caused them 
to balk at the idea of parting with money for the 
purchase of rubber galoshes while the sun shone. They 
had the strong argument of experience on their side. 
But sometimes experience has proved the poorest of 
teachers. Shoe men who insist rubbers cannot be sold 
when the sun shines have probably never tried it. Or 
possibly they haven’t tried hard enough, or backed up 
their efforts with the right kind of promotion. 

At any rate, a number of retail shoe men in Roches- 
ter, N. Y., put their heads together this Fall and deter- 
mined to tackle this problem, admittedly tough, with a 

[TURN TO PAGE 36, PLEASE] 
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COMING TO SEE YOU 
with 
DUNN and McCARTHY’S 


FASHION WELTS 


for 



























Spring and Early Summer 


1935 


é Pennsylvania, New York, WA $ New England 
: “eee retailing at 4 ions 











46 new numbers including active and spectator sports 
shoes. Wider in scope than ever before, backed by a 
well organized in-stock department, this line offers 
you greater merchandising possibilities than ever. 
Do not place spring orders on fashion welts at this 





price before one of these salesmen calls on you. 


Chester More Emil Goldman 
Missouri, Illinois, lowa, California, Nevada,Colorado, 
Nebraska, Kansas, Oklahoma Utah, New Mexico, Arizona 





Ed. Rogers Earl Standish Elmer Grabill George Moore Tom O’Brien 
Ohio, Indiana, West Washington, Oregon, Wisconsin, Minnesota, Michigan Metropolitan New York 
Virginia, Kentucky Montana, Idaho, Wyoming North Dakota, South Dakota and New Jersey 
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John Hartman Jack MeGee Stanley Cutter Meredith Puller 












Sidney Boozer 
Texas, Arkansas, Louisiana, Canada Ohio, Indiana, Virginia, North Carolina, T » Alab 
Mississippi West Virginia, Kentucky South Carolina Georgia, Florida 





DUNN and McCARTHY Inc. ausurn, NEw YorK 
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Shoe Merchants and Buyers 
Coming to Convention 








We will list each week the names of 
merchants coming to the N.S.R.A. 
Convention from all over the country: 




















Harvey L. Farr, 
Farr Brothers Co. Allentown, Penna. 














F. E. Bader, 


Phoenixville, Penna. 














George E. Pierce, Jr., 
Thomas F. Pierce & Son Providence, R. |. 











Nelvin Brown, 


R. H. Stearns & Co. 





Boston, Mass. 








Cal J. Mensch, 
Maska Philadelphia, Pa. 














R. C. Gerheim, 
Johnstown, Pa, 








Gerheim's 











Louis Goodman, 
Sterling Shoe Store Hartford, Conn. 








George M. Garman, 
Philadelphia, Penna. 











R. R. Deans, 
Selby Arch Preserver Shoe Shop, 
New York City 

















Thomas S. Childs, Inc., 
Holyoke, Mass. 











Wm. T. Bryan, 
Bryan's Shoe Shop Philadelphia, Penna. 














Max Bodner, 
Paterson, N. J. 


T. Dean Belfield, 
Jay F. Reist, 
W. H. Steigerwalt Philadelphia, Penna. 








Stenchever's 



























Walter M. Beers, 
19th St. Shoe Store Allentown, Penna. 


Alan W. Cohn, 
Isaac Benesch & Sons Baltimore, Md. 


John R. Laycock, 
Hanan & Son, Inc. New York City 


M. W. Friedman, 
Royal Shoe Shop Poughkeepsie, N. Y. 


















































Albert Jess, 
Wise Smith Co., Inc. Hartford, Conn. 


William M. Higgins, 
Cherry & Webb Company Fall River, Mass. 













CALIFORNIA SAYS: 
“Here we come to the New York Show” 


From all over the country retailers are writing: “We are coming to the 
New York Shoe Convention and Exhibition.” Hundreds of letters and 
cards have been received at headquarters demonstrating that the shoe retailers 
of the country are coming to the New York Show. 


Retail associations are sending in resolutions stating that they and their 


members are supporting the National Shoe Retailers Association in their 
24th annual convention. 


Here are three messages of support, from California alone: 


“THE RETAIL SHOE DEALERS ASSOCIATION 
of San Francisco, California. 


“RESOLVED, that the Retail Shoe Dealers Association of San Francisco extends 
to the National Shoe Retailers Association its best wishes and moral support, in 
order that the National Shoe and Convention Week, to be held in New York City— 
‘The Isle of Inspiration’—January 6th to 10th, 1935, will receive the whole- 
hearted cooperation of its members, many of whom hope to attend.” 


“CALIFORNIA SHOE RETAILERS ASSOCIATION 


San Francisco, California. 


“The officers, directors and members of the California Shoe Retailers Association 
wholeheartedly support, in every one of its activities the National Shoe Retailers 
Association, realizing that only by such support can the greatest benefit accrue to 
each individual shoe retailer. 


“We, furthermore, urge every shoe retailer to support and attend, if possible, the 
1935 Convention of the National Shoe Retailers Association, to be held in New 
York City January 7th to 10th inclusive. 

“We furthermore, realize that the problems confronting the shoe retailers today 
are manifold, and that in addition to the proper buying of shoes, the merchandis- 
ing thereof through publicity, a properly trained personnel and impeccable store 
service should logically lead to the growth of parent associations such as the 
National Shoe Retailers Association through which such problems may be cleared.” 






“LOS ANGELES RETAIL SHOE RECOVERY ASSOCIATION 
Los Angeles, California. 


“RESOLVED, that the Los Angeles Retail Shoe Recovery Association extends to 
the N.S.R.A. its best wishes and moral support, in order that the National Shoe 
and Convention week to be held in New York City, January 6th to 10th, 1935, 
will receive the wholehearted cooperation of all Shoe Retailers making that event 
an outstanding event.” 


The retail shoe world prepares for its 24th annual meeting at the con- 
vention of the National Shoe Retailers Association. The retailers invite 
all other trade factors to participate in their fashion forum, merchandis- 
ing meetings and style clinic. 
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Retailers Association 


Convention Center For Retailers 






3022 Empire State Building, New York 


JOHN J. HOLDEN, Manager 





Sub-standard Shoes on Trial! 
at N.S.R.A. Convention 


= was held recently in Russia a technical trial of a pair of galoshes. 

At this trial a pair of galoshes stood as criminal on the stand. The 
witness was called in and testified that the galoshes had fallen apart after one 
day’s usage. Another pair of galoshes were brought in and a small boy 
testified that his toes had come through the end. 

The outcome of the trial was that all the galoshes from a certain factory 
in Russia were found guilty of being made of inferior materials and inferior 
workmanship. 

During National Shoe and Convention Week—Jan. 6-10—at the Hotels 
Commodore and Biltmore, New York City, we are going to put a pair of 
American-made shoes on trial, for the first time*in the history of the shoe 
industry. This will be a technical trial which will determine whether the 
shoe is guilty of poor workmanship and poor selection of material and 
whether it should be condemned because it did not hold together and did 
not give proper fit. 

We have already asked a number of prominent people in the shoe indus- 
try to take part in this technical trial of a pair of shoes and we invite all 
others who are interested to participate either as witnesses, jury, or as part 
of the court room scene. 

Every year in America thousands of pairs of shoes are made of inferior 
material and inferior workmanship. Such shoes are not only ruining the 
feet of the American public, but they are undermining the traditions of the 
American shoe industry. The technical trial that we hold in January will 
bring to judgment these methods of shoemaking, and perhaps the judgment 
that we pass will have considerable effect in limiting the amount of sub- 
standard shoes that are produced each year in America. 

In America we cannot exercise such powers over our productive forces, but 
we can in some fashion pass severe criticism upon the makers of cheap 
and poorly made shoes, so that public opinion may bring violent reaction to 
shoes of substandard materials. 


COME TO SEE THE BIG SHOW 
CONVENTION—STYLE RUNWAY— 
ECONOMIC FORUMS. HOTEL COMMODORE 
JANUARY 6-10, 1935 





Retailers, manufacturers’ representatives, tanners, stylists, last 
makers, pattern makers, and accessory makers welcome to the 
National Shoe Retailers Association Convention to be held in 
New York City, January 6-10. Drop us a line if you can come. 


JOHN J. HOLDEN 





Shoe Buyers and Merchants 
Coming to Convention 


C. Frank Short, 
Long & Short, Inc. Federalsburg, Md. 


L. H. Myers, 
Deb-Ette, Inc., 

Bush & Bull Easton, Penna. 
A. M. Horton, 

Horton & Field Elizabeth, N. J. 


Raymond V. Rubright, 
Wm. Laubach & Sons Easton, Penna. 


George M. Garman, Jr. 
George M. Garman Philadelphia, Penna. 


Edward Sherman, 
Hecht Brothers Baltimore, Md. 


M. B. Hughey, 
Hughey's Boot Shop Watkins Glen, N. Y. 


F. E. Sullivan, 
F. E. Sullivan Co., 
152 No. Main St. Fall River, Mass. 


Carl Burgstahler, 


F. E. Foster & Co. Chicago, Ill. 


C. H. Fontius, 
Los Angeles, Calif. 


A. C. Duncan, 


C. F. Hovey Company Boston, Mass. 


E. A. Neal, 


Neal's Shoe Store Warren, Ohio . 


B. J. Boynton, 


65 Church St. Burlington, Vt. 


H. C. Wade, 
J.M. Harley & Son Co. Fairmont, W. Va. 


Cleve C. Hall, 
G. M. McKelvey Co. Youngstown, Ohio 


Ralph M. Jones, 
c/o Hoos Brothers Fresno, California 


Charles T. Walls, 


Treas. and Gen. Mor., 
Shean's Shoe Shoppe Worcester, Mass. 


F. H. Bush, 


Wetherby-Kayser Shoe Co., 
Los Angeles, Calif. 
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OTHER VIEWS 
On SHORT-BACK LASTS 


The Problem of Fitting the 
Modern Feminine Foot of 
Longer and Narrower Pro- 
portions Continues to Be a 


Major Topic. 


Let's hear from the dissenters— 
not positively out-and-out oppo- 
nents—but those who have other 
views on the subject of Short-Back 
lasts. 

Murray C. French aroused the 
trade to a consideration of short- 
back lasts in women’s shoes to fit 
properly the longer and narrower 
feet developed by modern living in 
the refinement of shoe wearing. In 
the issue of Boot AnD SHoe Re- 
corDER, Aug. 11, Mr. French em- 
phasized these points: 

“Our most frequent complaints 
are on (a) shoes too loose in the 
heel and (b) shoes too short in the 
toe. There are few complaints in 
smaller sizes and wider widths, but 
many in the long, narrow sizes. 
The ball-to-heel measure in long, 
narrow feet is proportionately less 
than in short, wide feet. In most 
cases shoes sold too short would 
have been fitted longer but for the 
fact the longer sizes were too loose 
in the heel. Salesman and customer 
alike are faced with the dilemma 
of choosing between a short-in-the- 
toe or a loose-in-the-heel fit. Both 
troubles will be eliminated with 
short-back lasts, wherein more 
length in the toe will be combined 
with less length in the heel. This 
change is being urged mainly on 
the longer and narrower sizes.” 

Again on Nov. 3, the subject of 
short-back lasts came up for con- 
sideration and typical opinions 
from the great majority who fav- 
ored short-back lasts were given. 

Now, it is natural to suppose 








Lasts in Relation to Feet 
By M. N. TIMM 


that there would be other opinions 
worthy of general trade considera- 
tion on the subject of that impor- 
tant fitting area—the back part of 
the lasts. Three opinions about 
summarize the thinking of the other 
school. Here they are: 

Melville N. Timm, last modeler 
of the Selby Shoe Company, Ports- 
mouth, Ohio, says: 

“We quite agree with Mr. French 
in two respects. The first in regard 
to the use of 4B as a model size 
last. We recognized this fallacy 
some years ago, and now use some- 
where between 8 to 12 sizes, rang- 
ing from B to AAAA widths before 
the last adoption. 

“For designers, however, a 4B 
last is still used, as it is quite hard 
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No. | Original last with too little toe 
room. 


No. 2 Same as No. | with 
back part. 
(a) Overall length same as No. |. 
No toe room gained, one-halt size 
taken out of back part and put in 
foreport. 
(b) Pocket formed behind ball. 


No. 3 Same last as No. 2 fit up one- 
half size. 

(a) Gained one-half size 
room, 

(b) Ball fitting now same as No. |. 
(c) Opening of shoe increased one- 
half size and vamp is one-half size 
shorter, allowing foot to slide 
forward. 

No. 4 Same as No. | with longer fore- 
part allowing correct amount of 
toeroom. 

(a) Ball to heel correct. 
(b) Toe. room ample. 


shorter 


in toe 


for them to work on larger sizes as 
they have been so accustomed to 
looking at size 4 proportions just 
about all their lives, that the pro- 
fession is “geared” that way. A 
size 6 or 7 does not look right to 
them, and lines and curves lose 
their gracefulness when they work 
on larger sizes. 

“The second item we are agreed 
on is that part of the article which 
concerns ‘Combination Lasts.’ We 
have found that when the heel por- 
tion of a last gets too narrow the 
pressure on the counter makes the 
shoes gap, consequently, a B fore- 
part with a AA backpart will not 
fit the majority of feet. 

“Most manufacturers today make 
their lasts wide in the cuboid and 
heel seat portion, but thin out the 
wood at the top line of the shoe. 
I believe we are all satisfied with 
this method today. 

“The principle text of the article, 
‘Give Us Short-Back Lasts,’ is in 
reality just reversed. I don’t believe 
Mr. French really wants short-back 
lasts — instead, I think he means, 
‘Give Us More Toe Room.’ 

[TURN TO PAGE 34, PLEASE] 
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SHOES FOR WOMEN 


IT IS NOW STRONGLY RECOMMENDED THAT YOU POST 
YOURSELF MORE INTIMATELY BY WRITING FOR A RATHER 
UNUSUAL CATALOG ON THIS HEEL AND SHOE, AND TO DO 
IT RIGHT NOW— | 












WRITE DIRECT TO US, THE MANUFACTURERS, WHO 
ARE SPECIALISTS IN WOMEN'S SHOES—ADDRESS 
YOUR REQUEST TO MARSHALL, MEADOWS AND STEWART, INC., 
AUBURN, NEW YORK 













hen writing advertisers please mention Boot and Shoe Recorder 
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Advertising That Pulls — 


[CONTINUED FROM PAGE 17] 


edition. Another metropolitan daily 
not ordinarily classified as conservative 
carries an advertisement twice monthly. 
A prominent church daily newspaper 
carries an advertisement monthly and 
a widely read local church magazine 
published weekly carries a monthly ad- 
vertisement. The local Shopping News 
carries an advertisement weekly, but 
always on Monday. 

In addition to this, during the fall 
and spring seasons, the theater program 
used in a half dozen or more better-class 
theaters, the “first run” theaters, car- 
ries a page advertisement. 


Recent Special Campaign 


A recent campaign promoting a cer- 
tain manufacturer’s arch preserver 
shoes, a campaign classified by Mr. 
Gude as “reasonably successful,” intro- 
duced into the advertising schedule a 
five-minute bed-time broadcast purpose- 
ly timed to precede immediately the bed- 
time news broadcast. This opened with 
a three-minute drama illustrating twice 
weekly some point in foot health or 
foot correction. Coming as it did just 


before the evening news broadcast it 


got a wide hearing. 

A heavy newspaper schedule was also 
maintained during the three-weeks’ 
period. The shoes were classified as 
“orthopedic” and “regular.” Ortho- 
pedic advertising in publications was 
distributed as follows: One advertise- 
ment in The Shopping News, two in the 
Sunday issue of the “conservative” 
daily, three in the week-day issues of 


the other daily, four in the church 
monthly. “Regular” advertisements 
were distributed as follows: Three in 
The Shopping News, one in the Sunday 
issue of the “conservative” daily, two 
in week-day issues of the other daily, 
four in a well-known church daily, con- 
tinuous advertisement in the theater 
program folder and some space in a 
school journal. 

In this promotion results from radio 
in the matter of new customers were 
exactly 58 per cent of those from pub- 
lication advertising. Both were con- 
sidered reasonably satisfactory. 


Signature Ties in With Store 
Front 


A unique peculiarity about the Gude 
signature in newspaper advertising is 
that it ties in with the store front. 
The name in the Wintertime appears 
in solid black Gothic caps in a benday 
field, in the Summertime the solid black 
gives way to outline type but the benday 
is retained. The signature is always 
at the top of the advertisement and at 
the left, the first thing the eye falls 
on, but it is never heavy. The store 
front is in gray marble with the name 
in similar type. 

The steady pull, with plenty of re- 
serve force, not the sudden and inter- 
mittent jerk, has characterized Gude’s 
advertising for years. Evidently the 
plan works as well with shoe stores as 
it does with good horses for final re- 
sults at the end of a working season, 
after all, tell the real story. 





Sign Posts to Progress 


[CONTINUED FROM PAGE 21] 


Evansville is a good average hundred 
thousand population town. The employ- 
ment situation is much easier, with the 
various mills and manufacturing plants 
operating fairly steady. 

When George Andreae opened his 
shoe store here fifty years ago, his was 
the seventh store which endeavored to 
satisfy the shoe needs of a city of 
30,000 people. Today, there are fifty- 
two other stocks of shoes on Main 
Street, while the population has in- 
creased to 105,000, Evansville’s trad- 
ing area, however, has extended to a 
hundred-mile radius on account of im- 
proved transportation facilities. 

The Andreae Shoe Store has weath- 
ered four panics and is at the present 
moment in good strong financial shape. 
Due to the guidance of the founder, the 
store has always met all obligations. 
Even though Andreae has raised a fam- 
ily of four boys, two of whom are work- 
ing with him in the store (Clarence K. 
and George H.), he has never tried to 
take all his profits out of his business. 
Since the start, a good “middle of the 
road” course has been pursued. 


Good merchandise, well advertised 
and properly fitted is what has kept this 
store going all this time, for this is a 
family shoe store which has always 
catered to children and to the more 
conservative trade. It has never been 
the policy to take long mark-ups. 

Andreae’s two sons, who have to do 
some real selling even today to equal 
their father’s pace, feel that the type 
and standard of business he founded 
must be maintained and continued by 
them, so that they in turn can pass the 
business on to their sons. 

Since the death of A. M. Dawson, W. 
W. Winslow has assumed full charge 
of the Dawson store in Evansville. 
While this store sells a real amount of 
corrective and conservative shoes, con- 
siderable attention is paid to style. 
Some stores specialize entirely on cor- 
rective shoes, while others bear down 
heavily on style. This store endeavors 
to carry a balanced line of both. 

Mr. Winslow said that store financ- 
ing is much easier than two years ago. 
He pointed out that one of the best 
things a merchant can do is to put his 
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business on such a basis that he can 
take advantage of all discounts. “How?” 
“By the management never having any 
outside interests, and by putting his 
whole heart and soul in the business,” 
was the answer. 

The stated reason for the healthy in- 
crease in business experienced this year 
by this store is based on the premise 
that the trade takes the quality and fit 
of the merchandise for granted, and so 
is responsive to the many little extra 
services they find here. 

Down the street is Bunnell & Combs. 
When this store started as specialists 
in corrective shoes eight years ago, they 
had one box containing prospect cards. 
Now they have eleven boxes of cards 
filled with the name of active custom- 
ers. Every state in the Union except 
Maine, Idaho and Utah, is represented 
in this customer list. 

This store has built a business on 
high-grade corrective shoes on the 
theory that all people, whether farmers 
or wage earners will pay $8 or more for 
shoes that will give them foot comfort. 


Stockings That Go South 


[CONTINUED FROM PAGE 15] 


of this color. For, very rightly, they 
feel that the smart woman who wears 
neutral colors in clothes wants a more 
decided color in her stockings, to break 
up the monotony of the general effect. 
However, their experience also tells 
them that when neutrals are good in 
clothes there are always women who 
conscientiously match up their stock- 
ing colors. When gray was shown in 
clothes, gray stockings were called for. 
When beige is in, beige stockings are 
in the picture, too. And natural tones 
are definitely for the coming season— 
no doubt about that! 

In addition to a selection of suitable 
colors for resort wear, there are two 
novelty stockings that should be con- 
sidered. 

Anklets get more important every 
year. Very few shoe stores have rec- 
ognized just how important anklets 
are. They have left that business to 
the department stores, just as they 
have let department stores cater to the 
demand for inexpensive Summer san- 
dals. In our opinion, no hosiery stock 
can be representative without anklets, 
simply because women want them and 
wear more and more pairs every sea- 
son. 

The second novelty is the knee- 
length stocking which was introduced 
last season and has been developing 
steadily. Rumors are that many manu- 
facturers in their Spring lines will in- 
troduce some version of this stocking, 
made with an elastic hem to hold it up 
around the calf of the leg. The ad- 
vantage, of course, is coolness and com- 
fort for the girl who does not wear a 
girdle. It’s the talk of the trade right 
now—and the cruise season is a logical 
time to try it out. 
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N.S.R.A. CONVENTION 
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The Real Show! 


Shoes, Leathers and Accessories 


Fashion forums and merchandising meetings and 
the style show will help you to make a profit in 
1935. Every member of the shoe industry is 
welcome to the "Isle of Inspiration" and to this 
great shoe experience meeting. Retailers—mer- 
chandise managers—and shoe buyers should at- 
tend and benefit. 


Special reduction in railroad 
rates by securing special cer- 
tificate from railroad agent 
when purchasing transportation. 
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The 1935 Shoe Retailers' Convention at the Hotels 
Commodore and Biltmore in New York City will 
be bigger and better than ever. | 


8,100 Shoemen attended last year. Watch this 
year's increase. Over 300 shoe manufacturers 
have already reserved rooms and more applica- 
tions arrive with each mail. Plan to exhibit. Send 
your application for space to N.S.R.A. Headquar- 
ters at once. Remember there are no participa- 
tion fees. 

For all hotel reservations apply 

to National Shoe Retailers' 


Association, 3022 Empire State 
Bldg., New York City 
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NATIONAL SHOE 
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Other Views on Short-Back Lasts 


“Mr. French cites as an example, a 
customer with a normal 7AAA foot. 
He fits her in the correct size and the 
shoes apparently fit perfectly, but upon 
examination in the X-ray, a little more 
toe room would be desirable. He 
states this could be accomplished with 
a short-back last. 

“Assuming that the ball-to-heel and 
the shank of the shoe conform perfectly 
to this lady’s foot, the correction re- 
quired would be a last embodying this 
same heel-to-ball fitting with a greater 
forepart capacity—and not a shorter 
backpart last. No amount of shorten- 
ing would be beneficial. If the back- 
part were shortened, the ball-to-heel 
fit would be incorrect, a pocket would 
be formed behind the ball joints, and 
the arch of the foot would not be sup- 
ported, due to the shortness of the 
shank. 


Same Overall Length 


“Now then, if he had a shorter back- 
part last, the original last and a new 
last of the same size with a shortened 
backpart, would be the same overall 
length, because of the fact that the 
amount of wood taken out of the back- 
part would be put in the forepart. 
Therefore, because the short-back last 
would be the same length as the orig- 
inal last, the shoe would have to be fit 
up one-half to gain forepart room. 
This would bring the ball-to-heel fit- 
ting at approximately the same place 
it was originally, and he would gain % 
size longer forepart. But isn’t this the 
same as the original last if it hadn’t 
been too small in the forepart to begin 
with? 

“Another fallacy appears in fitting 
the short-back last up one-half. The 
pattern opening from the backseam 
to vamp is % size longer, or to put it 
differently, the vamp is % size shorter 
which allows the foot to slide down 
into the forepart. See diagram for 
explanation. 

“The theory of shortening backparts 
has been tried in grading sizes of lasts. 
Starting with model size 4 and grading 
the size 6, % of a size has been taken 
out of the backpart and added to the 
forepart. From size 6 to 8 another 4 
of a size is removed and put in fore- 
part. The same thing was done be- 
tween 8 and 10, making the size 10 
% of a size shorter in the backpart 
than the normally graded last. 

“This procedure is exactly what Mr. 
French advocates and coincides with 
his findings that the ‘longer foot has 
a greater proportion of its length in 
the forepart and a much smaller pro- 
portion in its backpart.’ 

“Several manufacturers we definitely 
know have tried this system with dis- 
astrous results and the lasts had to be 
discarded, due to the fact that the ball- 





[CONTINUED FROM PAGE 30] 


to-heel length of a larger size foot is 
in direct proportion to the small size. 
This is just the reverse of Mr. French’s 
findings. The shoes just did not fit 
from ball to heel. The shortness of the 
shank produced too much space under 
the arch and increased as the sizes be- 
came larger. This is definite proof 
that the present system of ball-to-heel 
fitting is correct, the arch must be sup- 
ported, and a sufficient amount of toe 
room provided for comfort. 

“This can all be boiled down to a 
simple statement. It is essential to 
make lasts that accurately fit ball to 
heel, allowing the foot and shoe to 
flex at the same place. There must be 
enough length and room in the fore- 
part so that the toes will not be 
cramped. 

“When there is insufficient toe room 
the shoes are fit up % which makes the 
backpart too long. If short backpart 
lasts were made they could be fit up 
a half (forgetting the % size in open- 
ing discrepancy) but who wants to fit 
shoes up, when they can be made cor- 
rect originally with ample toe room. 
Furthermore, if short backpart lasts 
were made and not fit up a half size 
or more, what would we do with the 
air space behind the ball joints—it 
wouldn’t support the arch and we would 
find need for bigger metatarsal pads.” 


A Shoe Manufacturer's View 


George B. Rosenfield of Cornell- 
Unity, Inc., New York City, says: 

“Scientifically we all know that feet 
are changing in measurement. If we 
were to go back to making high boots 
all last makers and pattern makers 
would have to go back to school to 
learn to cut patterns and make lasts 
to fit the feet of today. While the tread 
measurements do not change, there is 
a change due to women not wearing 
short shoes any more. Women used to 
be embarrassed if they had to wear 
size 7 shoes, and would only buy shoes 
with fancy written sizes to cover up 
her size, and make her believe it was 
size 5. But, these days are over and 
the woman of today takes an 8 or even 
size 9 as long as she is fit comfortably. 
Naturally by wearing a longer shoe, in 
walking the foot has room to come for- 
ward and makes a looseness in ‘the heel. 

“This has been known and admitted 
by the shoe manufacturers for a long 
time, and the lasts the manufacturers 
have bought have been built along these 
lines, but they have not made any great 
ado about it. 

“T believe this article of Mr. French’s 
is just creating a demand from retailers 
for us to buy new lasts that will not 
slip in the heel. To give you an ex- 
ample, a customer of ours in Seattle 
who has bought our shoes for years, 





always swore by them and I believe 
still does, wrote us recently that a lot 
of shoes made over one of our lasts, 
slipped in the heel, and suggesting that 
we would work out another last with 
the same toe that would not slip. Re- 
tailers always have and always will 
have some of this, as no matter how 
short you build the backpart, to have 
comfort in the toe, you have to have 
this leeway, which will cause a slip on 
slim heelseats. 

“The particular last our customer re- 
ferred to was one we bought about a 
year ago, with a shortened backpart 
and long forepart. He probably. read 
the article and then found the slipping 
in the heel more serious. 


Problem of New Lasts 


“We never object to putting in new 
lasts for a customer, in fact this sea- 
son we have put in two, both built along 
the lines suggested by Mr. French, and 
put in long before his article appeared. 
There was a time when a man placed 
an order for two or three thousand 
pair and it was no hardship to put in 
a new last for him, but today when a 
man buys two or three hundred pair, 
how can you put in new lasts for him? 

“TI believe it would be far better if 
Mr. French would help us out as to 
what to do with our old lasts, to change 
them to make them fit like new ones. 
I would be more than glad to discuss 
this problem with him. 

“It always makes me smile to read 
the scientific theories of many of our 
friends. I must say that the lasts 
built the past three or four years are 
really not so bad that they cannot be 
fitted on the majority of feet. During 
this time both last makers and shoe 
manufacturers have worked on this 
particular problem and built lasts dif- 
ferently than previously. 

“I, too, wish we could make samples 
size 6. We have tried from time to 
time to make our sample different sizes 
than a 4B, but have not been success- 
ful as the buyers cannot see the style 
and lines properly, so we have always 
have had to remake them in size 4B. 
Also you can more readily find a model 
with more accurate measurements on 
a size 4B foot than in a larger size. 

“If you could convince the buyers to 
buy from larger size samples, it would 
please the manufacturer very much as 
then we would not have to lose so 
much when selling our samples as we 
do now, with them all size 4B.” 

H. Metz of Paterson, N. J., says: 

“There has been much talk regard- 
ing “Short-Back Lasts.” The merits 
and criticisms are being discussed pro 
and con, wherever shoes are of interest. 
Complaints and the obstacles confront- 

[TURN TO PAGE 36, PLEASE] 
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THE DUNDE SHOE RESHAPING MACHINE 


A Sensational Success! 





No special shrinking liquid is 


required—USE PLAIN WATER 


ELIMINATES 


—Shoes slipping at heels 

—Shoes gapping at sides 

—Heel blisters 

—Cost of rebinding 

—Fitting shoes too short 

—Turned or sprained ankles because of 
too roomy heels 

—Untidy appearance of shoes 

—Hose wear at heels due to slipping 

—Foot slipping forwardin vamp | 

—Customer dissatisfaction 

—Complaints 

—AIl wrinkles, including linings. 


RAISES VAMP AND IS PRACTICAL FOR ALMOST 
EVERY FITTING NEED. LENGTHENS OR 
SHORTENS STRAPS. 


PRICE $28.50 F.O.B. N. Y. 
TERMS IF DESIRED 


ATTACHABLE SHAPING IRON 
FREE WITH EACH MACHINE 


WRITE FOR ILLUSTRATED FOLDER 


Like a bombshell comes this sensational, new 
shoe reshaping machine, the most practical 
device for the scientific conforming of shoes. 
It shrinks the leather to conform to the heel 
and at the sides. And it does it INSIDE and 
OUTSIDE IN ONE OPERATION quickly and 
safely. 


It saves hours and customers’ tempers. It 
means a satisfied and increasing clientele and 
it is not expensive. 


No store can afford to be without one. See 
it! Its simplicity and uncanny all-around 
efficiency will amaze you. It is as necessary 
to your business as the shoes on your shelves. 
Ask for a demonstration—there is no obli- 


gation! 





DUNDE SHOE RESHAPING DEVICES, Inc. 


13 EAST 37th STREET — NEW YORK, N. Y. 


When writing advertisers please mention Boot and Shoe Recorder 






Can Galoshes 
the Sun 





Be Sold While 
Shines ? 


[CONTINUED FROM PAGE 26] 


determined effort to prove it wasn’t 
insurmountable. Instead of waiting for 
snow and slush to come to their aid 
in selling galoshes, they determined to 
launch an intensive and carefully 
planned promotion starting Oct. 30 and 
running for a full week. 

“You will need galoshes surely when 
snow comes,” these merchants told the 
public in newspaper ads and window 
displays. “Why not buy them now and 
make sure of having them when you 
need them? Make your selections while 
stocks are fresh and complete and 
when you can be sure of getting the 
style and size and fit that you require.” 
Thus ran the selling argument. But 
the Rochester promotion didn’t stop 
there. William A. Swift of the Good- 
year Glove Rubber Company, Inc., 
from whose distributing branch in 
Rochester many local stores purchase 
galoshes and rubbers, lent his aid in 
planning the promotion. Participating 
stores featured Goodyear Glove ga- 
loshes and rubber footwear in a big 
way in windows and displays inside the 
stores. The windows were tied up with 
newspaper ads featuring rubber foot- 
wear. Fashionably attired models ex- 
hibited the newest styles, both in the 
windows and in rubber footwear de- 
partments within the stores. 

Results of the promotion proved 
gratifying to the merchants, even be- 
yond their expectations. One store sold 
over 500 pairs of galoshes as a direct 
result of the promotion. Another sold 
upward of 400 pairs, and all of the 
stores reported an excellent volume of 
business. 

Even after the promotion, these 
Rochester stores did not relax their 
efforts to stimulate early sales of ga- 
loshes. Retail salesmen on the floor 
have been taught to suggest galoshes 
to their customers buying shoes, and 
this suggestive selling at the fitting 
stool is having its results in a much 
better early volume of rubber business 
than the stores have usually experi- 
enced in other years. 

Analyzing the results of this inter- 
esting and highly successful promotion 
of rubber footwear, several factors 
stand out as contributing elements 
which aided materially in putting it 
over. Possibly the biggest of these 
factors was the community character 
of the promotion. The massed effect 
of a week’s publicity, with a large 
group of stores advertising galoshes 
and featuring them in attractive win- 
dow displays, achieved results for all 
of the stores that no one of them 
could have brought about for itself on 
the strength of its own efforts. 

Another important contributing fac- 
tor was the close tie-up between ads 
and windows. Reading about galoshes 





in the newspaper ads and then seeing 
them in so many windows at once 
couldn’t help but make the public more 
rubber-conscious. Considering the im- 
portant part that rubber footwear plays 
in the business of the average retail 
shoe store, isn’t it a little strange that 
this important class of merchandise 
isn’t played up more prominently in the 
ads and windows, not only at this sea- 
son, but at frequent intervals through- 
out the year? 

Probably the indifference of many 
merchants to the promotional possibili- 
ties of rubber footwear is a survival 
of the time when rubbers were regarded 
more or less in the light of staple mer- 
chandise that every shoe store carried. 
People bought them when they needed 
them, and that was about all there was 
to it. 

Today, however, rubber footwear has 
a fashion appeal as strong as that of 
any other class of footwear. People 
can be persuaded to buy new galoshes, 
not only because they require them as 
a matter of sheer necessity, because 
they are attracted by the color, the de- 
sign and general appearance of the 
boot. A new galosh shown in a win- 
dow may harmonize with a new coat 
or costume the customer may have in 
mind, and thus an extra sale is made. 
And this is true, not only of galoshes, 
but of many other specialties in the 
rubber footwear field, including the 
new and attractive styles in tennis and 
sports footwear with rubber construc- 
tion or rubber soles, now sold in vol- 
ume in the summer months. 

If increased volume and more profits 
are an objective in your business, as 
they are in practically every retail shoe 
business, why not give some special 
thought during the coming year to the 
possibility of doing a better and more 
consistent job, in season and out of 
season, on rubber footwear promotion? 





Other Views on Short-Back Lasts 


[CONTINUED FROM PAGE 34] 


ing the retailer are applied to discus- 
sion of lasts, and many theories are 
proposed by shoe men to solve what 
they consider oversights in the dimen- 
sions of the lasts. 

“In order'to properly discuss the sub- 
ject, we will classify the shoes for our 
purposes as follows: 

“1. Conservative shoe. 

“2. The dress shoe. 

“3. The extremely fashionable shoe. 

“In order to discuss the type of shoes 
most commonly used, we will confine 
ourselves to the conservative shoe. Can 
we apply short-back lasts to the con- 
servative shoe, or to the so-called con- 
servative types? Emphatically no. 
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Let us see what is meant by proper 
shoe fitting before proceeding any 
further. Proper fitting of shoes, in 
my opinion, is the intelligent and skill- 
ful application of the proper types of 
footwear for each particular foot. We 
must consider above all the foot ac- 
tion, the expansion and elongation of 
certain parts of the foot, and the ab- 
normal foot condition. 

“Shoes should, and must be, long 
enough from heel to ball so that the 
longitudinal arch is properly supported, 
permitting the foot and the shoe to 
bend in the same region, thus avoiding 
friction at the metatarsal arch. Shoes 
should be wide enough at the ball of 
the foot to allow for the expansion of 
the anterior metatarsal arch when 
bearing weight, to prevent uppers from 
protruding over sole. There should be 
a cupping of the heel on the surface 
so that the anterior surface of the 
calcaneous fits into the adipose tissue 
on the heel, and thereby keeping the 
adipose from spreading to the side of 
the heel. 

“Why not work on foot principles to 
arrive at shoe principles. If lasts may 
be changed they should be changed to 
accommodate more sole room at the 
ball, less inflare, lasts to accommodate 
foot proportions and less dropping of 
arch towards ball. 

“Manufacturers have taken great 
pains to turn out a shoe which would 
meet scientific requirements. Many 
manufacturers have splendid lasts and 
are ever experimenting with successful 
results. I have in mind one manufac- 
turer who principally merchandises his 
shoes on longer back lasts. The writ- 
er’s experience with these lasts have 
been pleasant and profitable, and rare 
is the occasion that the wearer of these 
lasts will express anything but praise 
and comfort. 

“The foundation of our business lies 
in repeat sales to our customers. The 
firmer foundation exists in the lasts. 
It is the invisible background of the 
retailer.” 


Fyfe Executives Make Trip 


DETROIT, MicH.—A group of Fyfe 
officials and buyers have just returned 
from a two weeks’ trip to the East, 
where they visited prominent shoe cen- 
ters. The first important stop was 
made at Williamsburg, Ontario, to see 
Dr. Locke, well known foot specialist. 
Going east, the party visited Massa- 
chusetts factories, and stores and 
plants in New York and Philadelphia, 
inspecting new developments in the 
shoe industry and new ideas in mer- 
chandising as applied by eastern 
stores. 

The Fyfe party included Peter Good- 
ell, general manager, and Mrs. Goodell, 
Steven J. Jay, manager of the men’s 
department; and F. E. Whitelam, dis- 
play manager of Fyfe’s. 
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FINE CRAFTSMANSHIP 
INCLUDES FINE SOLES 


In creating the “Foot Joy” shoe, that which 
would be beneficial to the public and the 
dealer has been considered. Our illustration 
shows an achievement which speaks for itself. 
Under the mirror-like finish of the outsoles is 
the tannage which has a merchandising 
appeal of exceptional power. 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


has played an important part in American 
shoemaking for nearly a hundred years. This 
leather is not tanned to the point where the 
feet cannot breathe, neither is it so slightly 
tanned it will not resist moisture and wear. 
Selling dress, sport or heavy-duty shoes with 


It s an advantage in buying to have the names of shoe manutacturers making shoes this foundation has its financial rewards. 
that carry KISTLER “BENCH BRAND" LEATHER SOLES. Write us for them 


tus chart represents a side 
KISTLER “BENCH BRAND" LEATHER COMPANY 
SOLES is about 13% of the FOUNDED - 1840 


whole side ‘BOSTON :-MASS-: 





When writing advertisers please mention Boot and Shoe Recorder 
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AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


[8] The use of the “Down to-the Wood” principle in last 
design has contributed materially to the effectiveness of 

3 this feature. The last is grooved so that the insole saddle 
fits perfectly into the recessed section of the last. 


[¢] By the use of this method the saddle fits closer and 

more snugly to the foot and gives added support. Unless 

this method is used the saddle has. to be skived so thin 

in order to preserve the lines of the-last that it is of no 
Look for this stamp practical value in the shoe. 


UNITED LAST COMPANY 


on “Down To The 
BOSTON, MASSACHUSETTS 


Wood” lasts. 
When writing advertisers please mention Boot and Shoe Recorder 
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What's Doing In the Shoe World 


SATURDAY, DECEMBER |, 1934 





Interest Grows in National Shoe 
Display at St. Louis 


New York—Additional applications 
for exhibition space at the Fourth An- 
nual National Shoe display, to be held 
at St. Louis January 7-10, 1935, under 
the auspices of the National Boot and 
Shoe Manufacturers Association, are 
coming in steadily at the headquarters 
of the association, 2812 Chrysler Build- 
ing, and more than 240 manufacturers 
have filed their applications to date, 
with checks covering the advance regis- 
tration fee. The number of exhibition 
rooms assigned is, of course, much 
greater, as some firms have taken more 
than one room. 

This showing is extremely gratifying 
to the officers of the association, and is 
regarded as definite assurance of the 
success of the National Shoe Display, 
in view of the fact that the number of 
exhibitors already signed up represents 
a substantial increase over the number 
of those who had applied for exhibition 
space this far in advance of last year’s 
display. 

Inquiries and expression of interest 
from many retail merchants in widely 
separated sections of the country also 
point to a very large attendance of 
retail merchants and buyers at the Jan- 
uary Shoe Display in St. Louis. 


While the details of taking care of 
applications and assigning exhibition 
space make the headquarters of the 
association in the Chrysler Building a 
place of busy activity, plans and prepa- 
rations for handling of the show are 
also going forward at St. Louis. The 
exhibition will be centered in three con- 
veniently located hotels, the Jefferson, 
Statler and Lennox, closely adjacent to 
one another and equipped with all of 
the modern, facilities required for the 
handling of an industrial display of 
this character and magnitude, so that 
the buyers who attend will be able to 
inspect all of the lines they may wish 
to see without inconvenience. 

Emphasis is being laid on the fact 
that the National Shoe Display in St. 
Louis will afford the retail merchants 
of the country an opportunity to in- 
spect and compare styles of shoes for 
Spring and Summer, as interpreted and 
developed by leading manufacturers in 
the finished product. The merchant 
will be able to see the new colors and 
finishes in leathers and shoe materials 
as they appear in the shoes, and thus 
be enabled to gain a clear and compre- 
hensive picture of their uses and pos- 
sibilities. 


Wesp, vice-president and merchandise 
manager of Hens & Kelly Co.; Edward 
L. Hengerer, president of E. W. Ed- 
wards & Son; Prentis T. Burtis, pres- 
ident of the Wm. Hengerer Co.; We!- 
don D. Smith, vice-president and mer- 
chandise manager of Adam, Meldrum 
& Anderson Co., and Joseph I. Glick- 
man, vice-president of Baker’s Depart- 
ment Store. 


Bata to Increase 

WASHINGTON, D. C.—The Bata fac- 
tories in Czechoslovakia averaged to 
make 125,000 pairs of shoes daily in 
1933, and aim to increase to 200,000 
pairs daily, according to the U. S. con- 
sular service. The company is now the 
largest producer of footwear in Europe, 
and ranks with leading American firms 
for volume of output. 

Since the Bata company started, the 
Czechoslovakian output of footwear has 
increased from $12,000,000 to $60,000,- 
000 annually, and the domestic con- 
sumption has increased from half to 
three pairs per capita annually. 

Exports from Czechoslovakia total- 
led to 5,500,000 pairs (round numbers) 
for the first eight months of 1934, up 
14 per cent over exports for the cor- 
responding period of 1933. 

New sample lines of Bata shoes have 
arrived in this country, and will be 
shown at the New York style show 
Dec. 2-5. 





New Haven Store Burns 


New HAvEN, Conn.—The store of 
the Reglino Shoe Co., 829 Chapel Street, 
was destroyed by fire Nov. 14 with loss 
estimated by Martin F. Badger, pro- 
prietor, at about $18,000. The building 
in which the store was located is con- 
sidered a total loss, several other re- 
tailers adjoining the Reglino store suf- 
fering by the fire. The blaze is believed 
to have started from a furnace. 


Dayton Shoe Men Elect 


DAYTON, OHIO—At the second meet- 
ing of the Dayton Shoe Retailers Club 
a turkey dinner and election of officers 
for the coming year were the high 
spots, along with a discussion of new 
shoe retailing problems. 

Claude Munsur, of the Rike-Kumler 
Co., was elected president, and Harold 


Kronberg, of Elder & Johnston’s Co., 
was named vice-president. John Scho- 
enthals, of Schoenthals, treasurer, and 
J. R. Forbes, of Nisley’s, secretary. 
Retiring officers were: Ed. Hageman, 
of Hageman’s Ludlow Shop, president, 
and Dan Broughton, of Elder & John- 
ston’s, secretary. 


To Distribute Relief Shoes 


BuFFALO, N. Y.—Seven local mer- 
chants have been apointed members of 
an advisory council to cooperate with 
the Buffalo Emergency Relief Bureau 
in the selection and purchase of foot- 
wear and other merchandise to be dis- 
tributed through the welfare bureau 


‘this Winter. 


Those on the advisory council are 
John Steuernagel, president of The 
Kleinhans Co.; Charles Hahn, Jr., vice- 
president of Sattler’s, Inc.; Arthur P, 


DATES TO REMEMBER 


National Shoe Retailers Association An- 
nual Convention, Hotel Commodore, 
New York City Jan. 6, 7, 8, 9, 1935 


Fourth National Shoe Display, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo... .Jan. 7, 8, 9, 1935 


Northwestern Shoe Retailers 
Association Annual Meeting, 
Radisson, Minneapolis, Minn., 

Jan. 13, 14, 15, 1935 


Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Jan. 20, 21, 22, 1935 


Middle Atlantic Shoe Retailers Associa- 
tion, Atlantic City. ..Jan. 21, 22, 23, 1935 


Indiana Shoe Buyers Week, Claypool Ho- 
tel, Indianapolis ....Feb. 10, 11, 12, 1935 


Texas and Oklahoma Shoe Retailers Asso- 
ciation Convention, Fort Worth, 
Feb. 4, 5, 6, 7, 1935 


Regional 
Hotel 
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HE Propr-Bilt representa- 

tive in your territory is not 
a mere salesman. He is a 
trained specialist who will 
serve you intelligently. Based 
on his successful experience, 
he will pave the way for a 
constant flow of profitable 
business into your juvenile 
shoe department, and actu- 
ally start that business com- 
ing in. He will help you to 
establish your children's shoe 
business on a genuine service 
basis that will improve the 
tone of this division of your 
business—increase your av- 
erage unit sale and aid you 
to overcome price resistance. 
This thorough merchandising 
cooperation, combined with 
the sound Orthopedic fea- 
tures founded on actual ex- 
perience of leading Ortho- 
pedic Surgeons, is responsible 
for the outstanding success 
of Propr-Bilt Shoes in Amer- 
ica's finest stores. 





Why not learn how easily you 
can enjoy the business-build- 
ing, profit-making, benefits of 
the Propr-Bilt plan. 


Write for details of the Pro- 
tected Propr-Bilt Exclusive 
Franchise. 





‘DONNELL 


SHOE CORAPANDYT 





New York Office, 531 Marbridge Bldg. 
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To Honor John Slater at 
Testimonial Dinner 


New YorK—At a meeting of the 
Shoe Merchants council of New York, 
held at the Advertising Club Tuesday, 
Nov. 20, John R. Laycock, presid- 
ing officer, announced plans for’a testi- 
monial dinner to be given Jan. 9, 
at the Hotel Commodore, in New York 
City, in honor of John Slater. It will 
be held during the convention of the 
National Shoe Retailers Association, of 
which Mr. Slater is a past president. 

“This banquet,” said Mr. Laycock, 
“will be a testimonial to the dean of 





JOHN SLATER 


New York shoemen, the man who for 
a good many decades has led the shoe 
retailers of Greater New York in their 
efforts to stimulate quality trade. This 
man has been noted for his many activ- 
ities in the shoe field. He has been 
president of the National Shoe Retail- 
ers Association, he has been president 
of the Shoe Merchants Council of New 
York and he is now actively serving as 
the chairman of all committees for 
National Shoe and Convention Week.” 

The ovation that followed was a 
great tribute to Mr. Slater, who said, 
in acceptance: “I want to thank you, 
Mr. Laycock and members of the Shoe 
Merchants Council, for the great honor 
that you have bestowed on me, I can 
think of no other time that I have felt 
so grateful and so happy. I can think 
of no other time when it was more 
difficult to find something to say. I 
want to thank you again and say 
merely it has been one of the pleas- 
ures of my life to hear the words of 
President Laycock and to be so hon- 
ored by you, the leading shoe mer- 
chants of New York.” 

Mr. Laycock announced that Maurice 
Miller, of I, Miller & Sons, had been 
appointed chairman of the dinner and 


entertainment committee. Mr. Miller 
said: 

“At this banquet we shall have men 
of national importance bring their mes- 
sage to the shoe industry and to pay 
their respects to John Slater. Follow- 
ing the banquet we will present glori- 
ously garbed mannequins displaying 
advanced creations for the Spring and 
Summer of 1935. This style show shall 
be conducted by a leading group of 
quality manufacturers and will, I be- 
lieve, send every shoe man back to 
his home community vividly impressed 
with the style preview for the coming 
year. After the style show and to 
climax the evening we will have en- 
tertainment given by leading stars of 
stage, screen and the radio, and I be- 
lieve that when the evening is over 
everyone will agree that our evening 
in honor of John Slater has been com- 
plete in every respect.” 

Mr. Laycock then introduced M. A. 
Mittleman, president of the National 
Shoe Retailers Association, who said: 
“We appreciate the great party that 
you, the Shoe Merchants Council of 
New York, are giving during National 
Shoe and Convention Week. We be- 
lieve that this testimonial dinner to 
John Slater will be the high spot of 
the week. It will bring to a climax all 
the activities of the shoe men. It will 
bring to a close a week of open forums, 
merchandising meetings and_ style 
clinics.” 

Many more important figures in the 
trade were present, including: Jesse 
Adler, chairman of the board of direc- 
tors of the National Shoe Retailers As- 
sociation; Herbert G. Hanan, president 
of Hanan & Sons; John Holden, man- 
ager of the National Shoe Retailers 
Association, and others. 

President Laycock expressed the 
gratitude of the council for the excel- 
lent work accomplished by the follow- 
ing men in making all preliminary 
arrangements: Thomas Callahan, B. 
Altman & Company; Manuel Gerton, 
Saks-Fifth Avenue; Joseph Zahn, 
James McCreery & Company; Charles 
Deall, Best & Company; Harry Rosen- 
thal, Shoecraft; Joseph Minco, Lord & 
Taylor; Harold Williams, Bergdorf 
Goodman. 

The meeting was also addressed by 
Paul Cornell, president of Geyer, Cor- 
nell & Co., who spoke on economic 
conditions. 


Derry Factory Sales 

Derry, N. H.—Abraham Starensier, 
of Haverhill, has bought the factory 
here that was formerly operated by 
the R. C. Stanley Shoe Co., and will 
operate it for the making of women’s 
shoes. 
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Help Solve the Mystery 
of These Unknown Chil- 
dren, Killed in Penn- 


sylvania Hills. 


Could You Identify These Shoes ? 





Extreme Left—(12 year) shoe: Size 7!/.B; marks, 275649.088; smoked elk, Goodyear 
welt construction; welted moccasin vamp seam; 5 eyelet; Auburn square-spud crepe 
sole and heel; brown leather innersole; sheep lining; leather welting. Approx. 
$3.00 at retail. 


Bottom—(10 year) shoe: Size 4!/>C; marks, 94531; black patent leather; 3 sole 
stitchdown, thread lasted; center buckle, one strap; diamond cut-out on quarter; 
quarter and strap applique of grey printed leather (simulating snake); leather sole 
and heel; lasted in heel seat; calfsted lining; nickel buckle; flat fabric binding. 
Approx. $2.00 at retail. 


Top—(8 year) shoe: Size 3C; marks, 310L750; black patent leather; Goodyear welt, 
economy innersole; center buckle; one strap; leather sole; rubber heel; leather 
innersole; sheep lining; large tear drop cut-outs on quarter; quarter applique of 
black and white printed leather; black calf strap; nickel buckle. Approx. $2.50 at retail, 








Wait eet we a ss 


Sgieheasts 


LACK of identification of the three girls found 
dead on the mountain-side near Carlisle, Pa., 
prompts police authorities to request of all shoe 
men, everywhere, help in solving the mystery of 
who they are and where they came from. The 
three children either died by suffocation or strangu- 
lation and no clues at time of going to press lead 
to positive identification. 

Wire, prepaid, Pennsylvania State Police, Har- 
risburg, Pa., if you have positive identification that 
these three children have been customers of yours 
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within the last four months. 


When will we, as an industry, identify shoes by 























definite lot number or symbol? Such marking 
would help not only in cases such as these but in 
losses, thefts and misdirected shoes. 










































range! 


support the metatarsal arch. 


NINE 
IN-STOCK STYLES 
WITH THIS FEATURE 
at your service 


Wrie or Wire 


RACINE 


SHOE MANUFACTURING 
“COMPANY 


RACINE 


TO RETAIL AT $6.00 


NOW—a pegged shank shoe in the popular price 


Pegging holds the mould of the shank and prevents 
sagging in the arch. The inner sole is moulded to 


Here’s another of the selling features found in the 
RACINE SHOE, which aids every merchant handling 
these fine shoes for men to completely service his 
clientele, in both style and foot comfort. 
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HOTEL 





Stop al a NEW Hotel | 


Twenty-nine stories of NEWNESS! NEW hotel advantages... NEW 
hotel comfort... NEW hotel service-courtesies— yours at Hotel 
Governor Clinton. 1200 spacious outside rooms with bath, radio, 
specially designed beds, Servidor, circulating ice water and 
every other luxurious feature of a NEW hotel. Rates that 
mean genuine economy, from $3 daily for one— 

only $1 more for two. ***Four restaurants, most 
reasonable prices, marvelous food, : 


delightful surroundings. 53 
B. & O. Buses Stop at Door 


Opposite Pennsylvania Station 


7th Avenue at 31st Street 
New York City 
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GOVERNOR CLINTON 


C. W. RAMSEY, Jr., Manager 








Northwestern Shoe Men 
to Meet in Minneapolis 


MINNEAPOLIS, MINN.—More than 50 
lines are already set for the annual 
convention exhibit of the Northwestern 
Shoe Retailers Regional Association 
convention, Jan. 138-15, 1935, in the 
Hotel Radisson here, Secretary H. S. 
McIntyre announces. Monday, Jan. 14, 
is to be the big day. A nationally 
known speaker is to speak on a subject 
that will be interesting to all independ- 
ent merchants. The dinner-dance will 
be in the evening, with the Minneapolis 
Athletic Club orchestra playing. 

Roy Sorenson, of St. Paul, heads the 
program committee which is respon- 
sible for the arrangements. He is 
being assisted by Eli L’Esperance, of 
Grand Forks, N. D., and Mr. McIntyre. 
Other committees are: Resolutions— 
T. Frank Jaques, of Des Moines; Harry 
Lampe, of Huron, S. D., and Otto Wie- 
seke, of Minneapolis. 

Convention Promotion—A. J. Mul- 
larky, Keokuk, Iowa; Walter Arant, 
Des Moines, Iowa; Ben Schulein, Sioux 
City, Iowa; W. T. McHugh, Wahpeton, 
N. D.; Eli L’Esperance, Grand Forks, 
N. D.; Fred Green, Fargo, N. D.; Art 
Johnson, Sioux Falls, S. D.; Harry 
Hannasch, Sioux Falls, S. D.; Harry 
Lampe, Huron, S. D.; Max Steinbauer, 
Winona, Minn.; Robert Kelly, Duluth, 
Minn.; Otto Schuler and L. R. Hurrle, 
Minneapolis; Lee Wood, Mankato, 






























Minn.; LeRoy Johnson, St. Paul; E. A. 
Rice and J. B. Haraldson, La Crosse, 
Wis. : 

Travelers Auxiliary—J. W. Bates, 
C. H. Kennett, M. S. Ellenstein, Harry 
Patterson, E. C. York, of Minneaolis; 
L. R. Record, St. Paul; O. R. Brundage, 
Waterloo, Iowa; Con Quinn, Sedalia, 
Mo. 

Membership—All members of the 
board of directors, together with mem- 
bers of both the convention promotion 
and travelers auxiliary committees. 





Buying Better Shoes 


MiaMI, Fta.—E. J. Sanders, of the 
Crittenden Bootery Co., operators of a 
number of shoe shops in Florida, re- 
ports that business throughout the 
state continues on the upgrade. For 
the current month there is an increase 
of 48 per cent over sales volume of last 
year. And this increase, says Mr. 
Sanders, is noticeable in the better 
lines of merchandise. There is not so 
much increase in the budget depart- 
ment shoe sale units. 

At present white and dark colors are 
running about fifty-fifty. Brown is 
leading in dark shoes, with blue com- 
ing in second and black trailing. Ties 
are in the lead; straps follow closely 
and pumps are third in popularity. 

Sandals are the shoes for resort 
wear, going better than ever before. 





See Big December Trade 


KNOXVILLE, TENN.—Retail shoe busi- 
ness during the month of December in 
this city will be the best merchants 
have anticipated in the past five years. 
This is indicated beyond a shadow of 
doubt by the fact that the people of 
this area not only have more money to 
spend than in recent years, but they 
are spending it. Business during the 
past six months also bears out this 
prediction. 

During the past year unemployment 
has been reduced somewhat. Christmas 
savings have increased 68 per cent over 
those of last year. Checks totaling 
$51,200 will be mailed to club members 
from Knoxville banks Dec. 1. 





Sign Didn't Stop 'Em 
BRIDGEPORT, CONN.—Burglars broke 
into the store of the American Shoe 
Co., 1118 East Main Street, one night 
recently. They encountered the follow- 
ing notice, pasted on the rear door by 
Herbert Anderson, proprietor: 
“Burglars usually enter this way. 
There is no money or valuables kept 
here. The place is outfitted with a 
burglar alarm. If you want a pair of 
shoes, come around in the morning and 
we'll give you a pair.” 
They took 30 pairs of shoes. 
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Fyfe's Opens Auditorium 


Detroit, MicH.—An auditorium for 

the use of the organization of a shoe 
store—probably the only one ever es- 
tablished—has been placed in service 
by R. H. Fyfe and Company on the 
fifth floor of their building. The idea 
originated a few weeks ago when the 
company wanted to present the motion 
picture film showing Dr. M. W. Locke 
at work at Williamsburg, Ont. A small 
auditorium was fitted up by F. E. 
Whitelam, display manager of the 
store, at a cost of fifty dollars, as an 
experiment. Whitelam’s economy was 
due to the skillful use of material and 
space available in the store for 
trimming. 

As a result of the success achieved, 
a larger space, formerly devoted to the 
golf driving school, which has not func- 
tioned for over a year, was set aside, 
and the auditorium and piano which it 
houses were dedicated this week at a 
special employees’ meeting. The room 
is about forty by sixty feet; cutting 
away the original smaller room will 
give another forty feet in a few weeks, 
nearly doubling the present capacity of 
the room, of 350 people. 

Weekly sales staff meetings are being 
held every Saturday morning, for for- 
ty-five minutes before the store opens. 
Employees have become so interested 
in the sales program put on that few 
are ever late—and not because they 
have to punch the clock either. 

The room is designed first as a me- 
dium of binding together the interest 
of the entire sales organization, and of 
meeting staff needs. Employees are 
urged to make use of the auditorium 
for their own parties. A special danc- 
ing party is scheduled for next Wednes- 
day, with no one but employees ad- 
mitted. Card games will be featured 
on the evening’s bill for those who do 
not dance. 


Posner Introduces Spring Line 


New YorK—Holding open house on 
Nov. 21, for all their customers and 
friends, serving buffet luncheon, cigars, 
etc., Dr. A. Posner, Shoes, Inc., manu- 
facturers of Dr. Posner and Muscle 
Builder lines, introduced their new 
1935 Spring styles and at the same time 
acquainted the visitors with their com- 
prehensive advertising program, as 
well as dealer helps and window and 
store displays. 

Herbert Posner, vice-president of this 
firm, announced the plans for the 
Spring of 1935, which he believes 
should result in a substantial increase 
in the children’s shoe business of the 
firm’s dealers. By readjustments of 


prices, plus a program of reaching mil- 
lions of potentional customers through 
large space advertising featuring deal- 
ers as a point of distribution, the com- 
pany looks forward to an expansion of 
the volume of sales on its lines. 
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Fine Wagoner-Marsh Store 


AKRON, OH1I0—Ranking with the 
finest retail shoe stores in the midwest, 
the new store of the Wagoner-Marsh 
Shoe Corporation was formally opened 
last month at 174 South Main Street, 
in the company’s own building, recently 
acquired. The new store occupies three 
floors. 

Ultra modern ideas have been incor- 
porated, and the new store has brought 
together the latest scientific develop- 
ments, combined with the newer archi- 
tectural changes. It is claimed to be 
ene of the first shoe stores in Ohio to 
have the newest air-conditioning equip- 
ment. It is departmentized as follows: 
Men’s shop, ladies’ section, hosiery de- 
partment and the college shop. A chil- 
dren’s department will be maintained 
on the mezzanine floor, while the down- 
stairs has been devoted to the Suzanne 
shop for women. The lines also include 
corrective footwear. 

The Juvenile Shop is beautifully ap- 
pointed. Chromium chairs done in 
striking red upholstery fit into a back- 
ground of black carpet, orange walls 
and lemon yellow niches in which there 
are circus animals on parade. Fix- 
tures and appointments on the first 
floor have been kept very formal. Fix- 
tures are of black carved walnut, 
trimmed with metal mouldings with 
several display niches designed with 
carved glass for individual display of 
the leading advertised brands. 

The Wagoner-Marsh Co. has for 
many years been identified with retail 
shoe selling in Akron and at one time 
operated two stores in Canton. 





Window Demonstration Attracts 





An interesting demonstration in shoe 
fitting attracted much attention recently 


at the Adams-Flanigan department 
store at Third Avenue and 150th Street, 
New York City. The store invited women 
who have shoes that have caused them 
discomfort to come in and have them 
adjusted by The Foot Conformer, a 
machine designed to shape the sole in 
such a way as to meet individual foot 
conditions. A demonstrator gave an 
exhibition in the window, which was 
witnessed by throngs of people. 
A. Sachs, of the Foot Conformer or- 
ganization, was in attendance and 
hundreds of pairs of shoes were ad- 
justed on the machine, bringing many 
new customers into the shoe department. 
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Boy Scout Boots 


THE IDEAL 


XMAS GIFT 


Don’t miss Sales for lack of sizes. 







IN STOCK 
IMMEDIATE 
SHIPMENT 


The official Boy Scout Mocassin Last 
Hi-Cut. Brown elk, Raw Cord sole, 
rubber heel. Gents’ and Men’s sizes 
have patch with emblem. Boys’ sizes 
have knife pocket. 


Style No. 929—Gents’, sizes, 11 to 
13%4; widths, Cand D. Price. $2.60 


Style No. 930—Boys’, sizes, 1 to 6; 
widths, C and D. Price...... $3.25 


Style No. 931 — Men’s, sizes, 6% to - 
11; widths, C and D. Price...$4.00 


Official Boy Scout C 


Easily Sold— 
Pay a Good Profit— 
Bring Repeat Orders. 





OR 






Shoes 


s 


Every Scout and Cub will ‘‘sell’’ his 
mother on his having a pair of Hi-Cuts 
for winter hikes. If you will show Boy 
Scout oxfords and boots in your trim, 
you will get more of the boys’ trade. 


Complete descriptive folder sent on request. 


EFXCE I STOR 


COMPANY 


SHCE 


Portsmouth, Ohio 
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Children's Footwear 
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MRS. y~eaing IDEALIBABY SH@ES 
infants’ Soft Seles...0-3 
Intermediates 
Flexible Hard Seles. .2-8 
Bend for In-Stock 
Catalog 


MRS. oAys IDEAL BABY 
Leeust St. 





Danvers, Mass. 
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Riding Boots 





BOOTS ~», 
JUSTIN BOOTS S 


A saenien cod prc STYLES IN 
STOCK AND CUSTOM MADE 


Riding, Cowboy and Lace Bootsy] 


x 
H. J. JUSTIN & SONS, Inc. 
FORT WORTH, TEXAS 


LA Ere 


Bowling Shoes 
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BOWLING SHOES 


PRICE 
Women’s Oxfords— 
$2.25 5¢ less 

Combination Sole 
Right Foot 
Rubber Sole 
Rubber Heel 

Left Foot 
Buckskin Sole 

a Heel 


Ne. 224 
BROOKS SHOE MFG. 
euenne & Ritner Sts., Phitadetphia 


Chi eli ell ehh tie lla eli i ell ei hie line eal 


Men's Shoes 
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“HIGHEST, GRADE ONLY” 








BostoN—Colonial Tanning Company 
has announced appointment of James 
H. Murrow, 333 Arch Street, Philadel- 
phia, who will represent them in Penn- 
sylvania, Maryland and Virginia ter- 
ritory. 

Mr. Murrow has had a great many 
years experience in this territory and 
is well acquainted with the trade. 
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Massachusetts Shoe Sales 


Number Shoe Stores 


Shoe Store Sales 


Total 
(000 Omitted) Retail Sales 





_ 
1929 


MASSACHUSETTS ... 1,306 
Brockton 

Cambridge 

Fall River 


*Medford 
New Bedford 


Somerville 
Springfield 
Worcester 


ar 
Decrease, 
1933 Per Cent 


21 1,813 


Decrease, Decrease, 
1929 1933 PerCent Per Cent 


$36,388 $22,026 
13,238 7,934 
598 447 
811 420 
811 721 

999 689 
949 692 
733 468 
527 
317 
91 
791 
94 
332 
270 
1,308 
1,527 


*Two and three less stores—but sales were actually up. 
tShoe stores going ahead much faster than other stores—probably drawing shoe trade 


from surrounding territory and other towns. 


WASHINGTON, D. C.—Massachusetts, 
there she stands! Study these figures 
in the light of the article that appeared 
in the November 10th issue of the 
BooT AND SHOE RECORDER, pages 14 


and 15. More states will be analyzed 
in future issues. This work is a com- 
pilation from the Census of Distribu- 
tion, further interpreted by the Na- 
tional Council of Shoe Retailers, Inc. 





Michigan Retailers Federation 


DetroIT, MicH.—A meeting of the 
Michigan Federation of Retail Mer- 
chants, representing eleven state-wide 
trade associations, was held recently at 
the Hotel Olds, Lansing, Mich. The 
Michigan Retail Shoe Dealers’ Associ- 
ation has joined the Federation to pro- 
tect the interests of shoemen, according 
to Joseph H. Burton, secretary: 

“Retail interests, divided as they 
have been, have rarely made an effec- 
tive presentation of their problems and 
difficulties, as have many other groups, 
not because there was no need, but be- 
cause they have not had real organi- 
zation of a sufficiently large group to 
command interest and attention.” 

In a letter sent to all members, Bur- 
ton urged them to attend the Lansing 
meeting, at which Governor-elect Frank 
D. Fitzgerald was to speak and meet 
the retailers of the state face to face. 
Every member of the State Legislature 
was also invited. 


Columbus Shoe Club Reorganized 


CoLuMBus, OHI0O—With an_ initial 
membership of more than 30 and with 
a great deal of enthusiasm, the Colum- 
bus Shoe Club was reorganized at a 
meeting held at the club headquarters 
at the Deshler-Wallick Hotel Nov. 13. 
It is planned to start a membership 
campaign at once to increase the mem- 
ber rolls to two or three times the ini- 
tial membership. 

A program of meetings in which edu- 
cational topics will be discussed, as 
well as social sessions, is planned. Ray 
C. Dorr, manager of the Foot Saver 
Shoe Shop, was named president; 
Ralph W. Taylor, manager of the shoe 
department in the Roberts Cloak 
House, vice-president; Mark Deitsch, 
manager of the children’s shoe depart- 


ment of the Union, secretary, and Wil- 
liam Easton, manager of the Forsythe 
Shoe Co., treasurer. 


Texas Convention Plans 


DALLAS, TEx.—Plans are under way 
for the Texas Shoe Retailers and 
Southwestern Shoe Travelers conven- 
tion in Fort Worth on Feb. 4, 5 and 6, 
according to Glenn Jones, Fort Worth, 
chairman of the arrangements commit- 
tee. The meeting will be held at the 
Texas Hotel. W. A. Harris is presi- 
dent of the retailers, and W. R. Taylor, 
state secretary. 


New Weyenberg Branch 


LUDINGTON, MIcH.—Removal here 
from Milwaukee, Wisc., of a depart- 
ment of the Weyenberg Shoe Manufac- 
turing Company is to be accomplished 
immediately, because of overcrowding 
of the Milwaukee plant, company offi- 
cials have announced. The plant here 
will employ 200 persons and is expected 
to be in production by Jan. 1. The 
Weyenberg Shoe Manufacturing Com- 
pany now operates branch units at 
Portage and Beaver Dam, Wisc., in 
addition to its main plant at Milwau- 
kee. The company will occupy the site 
of the former Mayer Boot & Shoe Co. 
here with its men’s shoe division. 


Brown Shoe Earnings 


St. Louis, Mo.—The annual report 
of the Brown Shoe Company, of St. 
Louis, for the fiscal year ending Octo- 
ber 31, 1934, shows the ratio of assets 
to liabilities is 16 to 1; book value of 
the common $50.94; earnings per share 
on the common amounted to $3.70; net 
sales of finished products to customers 
$26,831,966.06—with a profit, after esti- 
mated 1934 income tax—net $1,138,- 
581.09. 
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At a Ei NS LO 


The SHOE CENTER 
of Convention City 


JANUARY 6, 7, 8, 9, 10 - 1935 








Reservations are now open for N.S.R.A. Convention week. Start 


the New Year at the New Yorker and you start right. Special 





floors have been reserved for the exclusive display of footwear 





...the finest display rooms in the city...and serviced to expedite 





your convenience and the comfort of your merchant guest. 





The market center...adjacent to style district and a step away 





from the sources of leather and material supplies. 





New York's famous skyscraper hotel...43 stories high, 2500 





rooms. Every guest room has radio, both tub and shower. Servi- 





dor, circulating ice water. Four popular priced restaurants, in- 





cluding Coffee Shop. Located at 34th Street and 8th Avenue, 






with tunnel to Pennsylvania Station and subways. 










RATES: Single Room...$3, $3.50, $4, Room for two persons, with twin beds... 
$4.50, $5, $6, $7, $8 and $10. $6, $6.50, $7, $8, $9, $10 and $12. 


Room for two persons, with double bed ‘ 
: Suites...$8, $10, $12, $16, $18, $20 and $25. 
...$4.50, $5, $6, $6.50, $7, $8, $9, $10 


and $12. Sample Rooms...$5, $7 and $9. 







HOTEL NEW YORKER 


34th ST. AND EIGHTH AVE.,, NEW YORK CITY + RALPH HITZ, President 












When writing advertisers please mention Boot and Shoe Recorder 
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Skating Shoes 
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ICE SKATING SHOES \ 


en's — Women’s 






Nickel Tubular 
Skate 
Other Styles 
$3.45 — $6.50 
Write for catalogue 
Brooks Shoe Mig. Co 
Swanson & Ritner 
Philadelphia es 
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Dancing Shoes and Taps 
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TAP 
DANCE 
SHOES 


BLACK CALF In 
PAT. LEATHER Stock 
A som & - 
$1.55 A-Ble "ive -2 
$1.45 
= Owens SHOE Co. = 
—— 28 Goodhue St., Salem, Mass. —- 











Thayer Factory Sold 


RocHESTER, N. H.—The N. B. Thayer 
factory at East Rochester, which was 
recently closed after years of activity, 
has been sold to Samel Katz, who oper- 
ates the Hubbard Shoe Co. in Roch- 
ester, and he will operate it for mak- 
ing shoes for men and boys. 
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On the selling end 


News of the Travelers and Sales Activities 


Hoge Montgomery Holds 
Sales Conference 





JOSEPH CARRUTHERS 


FRANKFORT, Ky.—Hoge-Montgomery 
Co. recently held a successful sales 
meeting at the factory here and the 
men are now out with the new Spring 
line. The territories are covered as 
follows: 

A. B. Brown, Northern New York 
and Eastern Pennsylvania; W. Reyn- 
olds Crook, North and South Carolina 
and Virginia; Richard Donegan, West 
Coast territory; T. E. Johnson, Illinois, 
Kansas, Missouri and Oklahoma; P. K. 
Olson, Nebraska, Iowa, North and 
South Dakota, Minnesota; Charles H. 
Roberts, Arkansas, Texas, Louisiana, 
Mississippi; Max W. Scheieffele, Ohio, 
Western Pennsylvania and W. Vir- 
ginia; E. J. Sibbald, New Jersey, 
Southern New York, Connecticut and 
Rhode Island; Charles F. Strassner, 
house salesman; W. B. Tarpley, Ken- 
tucky and Tennessee; L. A. Tuggle, 
Alabama and Georgia; J. E. Wyckoff, 
Michigan and Wisconsin; R. B. Renick, 
Florida and Eastern Pennsylvania; 
A. W. Slater, Indiana; Louis H. 
Packer, Chicago. Joseph Carruthers 
is in charge of sales. 


Orthopedic Shoes, Inc., 
Holds Sales Convention 


PORTSMOUTH, OHIO—The annual 
sales meeting of Orthopedic Shoes, Inc., 
was held at the factory here on Oct. 
29, 30, and 31. Salesmen from all 
territories, as far west as the coast, 
and executives from the New York 
office met to discuss plans for 1935 
activities. Among those present were 
Will O. Pryor, A. L. Wiskochil, Arthur 
B. Siegel and Linwood E. Moody. 

The meeting, under the directorship 
of H. C. Segur, sales manager, opened 
on Monday with the presentation and 





adoption of many new styles in The 
Ground Gripper, Cantilever, Physical 
Culture and Dr. Kahler lines. Dr. John 
H. Styles, Jr., director of education of 
Orthopedic Shoes, Inc., addressed the 
convention on the technical aspects of 
foot typing and other important ele- 
ments in the correct fitting of ortho- 
pedic footwear. 

A highlight of the meeting was the 
showing of the new dealer film, “Why 
Don’t You Sell More Shoes?” This mo- 
tion picture, produced by Orthopedic 
Shoes, Inc., will be shown by salesmen 
to dealers throughout the coming year 
and will form an important part of new 
merchandising activities. 

L. B. Emerson, advertising manager, 
further explained new merchandising 
plans in a talk which presented the new 
advertising and merchandising pro- 
gram. David C. Thomas, president of 
Husband & Thomas, advertising agency 
for Orthopedic Shoes, Inc., spoke on the 
purpose of the company’s present ad- 
vertising “appeal.” Geo. W. S. Reed, 
advertising and merchandising repre- 
sentative for the Pacific Coast, was 
also present. 

Thomas B. Wright, president of 
Orthopedic Shoes, Inc., in his address 
described the rapid strides the company 
had made in the last two years, and 
the splendid possibilities for further 
progress during the 1935 season. 





McCourt with Fargo-Hallowell 


CuicaGo, ILL.—The Fargo-Hallowell 
Shoe Company of Chicago has ap- 
pointed John A. (“Jack”) McCourt as 
their representative in the eastern ter- 
ritory composed of the states of New 
York, New Jersey, Maryland, Dela- 
ware, D. C., Connecticut, Rhode Island, 
Massachusetts, Vermont New Hamp- 
shire, Maine, and the eastern half of 
Pennsylvania. 

Mr. McCourt has always sold high- 
grade juvenile footwear and has had 
many years’ experience in styling and 
selling the trade in the East. Mr. 
McCourt was associated with the Fer- 
ris Shoe Company of Philadelphia for 
fifteen years, Scheiffle Shoe Company 
for five years and for the last two 
years has represented the International 
Shoe Company’s Poll-Parrot line in the 
Eastern market. 

The Spring 1935 line of infants’, 
children’s, misses’ and growing girls’ 
footwear of the Fargo-Hallowell Shoe 
Company will be on display at the New 
York Show of the National Shoe Re- 
tailers Convention on Jan. 6-10, 
and the National Seasonal Opening of 
the National Shoe Manufacturers’ As- 
sociation at St. Louis on Jan. 7-10. 
This latter display will be in the rooms 
714 and 716 of the Jefferson Hotel. 
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THE RISING FASHION 


is reflected in the modish 
7-eyelet oxford. 

Shoes of this design require & | ‘ % 
eyelets . . . They may be the \ 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 
they are smooth fitting and 
there is no roughness on the 
inside of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Women's Shoes 


6 EF FE i SP ee ee 


KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 
No. 202 Black 
Kid $2.00 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 








SILVER KID—GOLD KID 
FABRIC EVENING SANDALS 
OVER 60 NUMBERS IN-STOCK 


CARMAN 





R1127 Genuine Gold Kid 
R1129 Genuine Silver Kid ..............+. 
R4181 Black vale. Satin Stripping........ 2.00 
SE ED oven onceses es ctencvenes 2. 
24 Last, Full SRouna Toe, 11/8 Mil. Heel 
All Above oo — in 19%/8 Louis Heels 
to C Widths 
Send for a ie In-Stock Bulletin. 


Terms 2% 10 Days, Net 30. F.O.B. Factory. 


HANNAHSON 


HAVERHILL, MASS. 
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Shoe Trees 


A A 8 6 8 8 Os 


QUICK PROFIT ITEM - 50 


SIMPLEX SHOE TREES 


SELF ADJUSTING 


A Gentle Squeeze 


lusests or Removes 
"inet FOR 


RETAILER 


VA 


Simplex 


‘SHOE TREE | CO; 


3AN AVENUE: CHICAGO . ILI 





SQ k ad oy M “ 





Appoints Boston Agency 


PHILADELPHIA—George H. Greene, 
head of the thread division of Stand- 
ard-Coosa-Thatcher Company, Phila- 


delphia and Chattanooga, announced 
the appointment of the Hub Thread 
Company, 124 Harrison Avenue, Bos- 
ton, Mass., as the New England agents 
of the company. The new agency will 
carry a complete stock of threads for 
the convenience of the trade. 








Obituary 


ABRAHAM COHN 


New York—Abraham Cohn, who, 
prior to his retirement from active 
business in 1931, was head of the firm 
of Joseph Cohn & Son, who have oper- 
ated the second floor men’s, women’s 
and children’s shoe department in the 
Hearn Department Store, Fifth Ave- 
nue and .14th Street, New York, for 
more than 50 years, died November 19 
at his home at 336 Central Park West, 
following a sudden attack of pneu- 
monia. Mr. Cohn was 65 years of age. 

The Hearn department, owned and 
operated by Joseph Cohn & Son, is the 
oldest leased shoe department in the 
United States. It was started by Abra- 
ham Cohn’s father, Joseph Cohn, in 
1883. In 1888 the son came into the 
business as assistant to his father. 
Previously he had sold shoes on the 
road for P. Cox, then a well known shoe 
manufacturer in Rochester. 

Joseph Cohn died in 1897 and Abra- 
ham Cohn succeeded him, continuing as 
active head until 1931, when he in turn 
was succeeded by his nephew, Stanley 
Weiss. From its small beginning the 
business of the firm grew rapidly to 
volume proportions and it has con- 
tinued to be a successful and profitable 
enterprise to this day, despite the ups 
and downs of trade in general. 

Like his father, Abraham Cohn was 
an outstanding representative of that 
fine old school of retail shoe merchants 
who believed that honesty and strict 
integrity should be the foundation for 
every successful business, and indeed 
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that a lasting success could be based 
upon no other principle. He had many 
firm friends among the older genera- 
tion of shoe men, retailers and manu- 
facturers alike. 

Aside from his business interests, 
Mr. Cohn was active in many charitable 
and other organizations. He served as 
president of the Milburn Country Club, 
Baldwin, L. I., and as a member of the 
board of governors of the City Athletic 
Club. He leaves a sister, Mrs. Frieda 
Heidelberger; a niece, Mrs. Lydia 
Heim, and his nephew, Stanley Weiss. 

The funeral was held Nov. 21, at 
Temple Rodeph Scholom, in New York 
City. More than 600 friends were in 
attendance. 


Isaac Kohlman 


New ORLEANS, La.—Isaac Kohlman, 
president of the Bay Shoe Company, 
which he started more than 40 years 
ago, died at his home, 2223 Palmer 
Avenue, after an illness of several 
years. Mr. Kohlman was in the shoe 
business practically all of his life, start- 
ing as an office boy for the Benson Shoe 
Company here and working there for 
10 years. He started the Bay Whole- 
sale Shoe Company, at 525 Iberville 
Street, when still a young man. He be- 
gan manufacturing shoes and at first 
acted as salesman. He improved the 
business and began selling shoes all 
over the country. 

Several years ago, Mr. Kohlman took 
a vacation in Central America and, 
carrying samples on donkeys, intro- 
duced his shoes there. He was a native 
of New Orleans, living here all of his 
life. He married the former Helaine 
Bienstock, of St. Louis, 30 years ago, 
after meeting her on a business trip to 
that city. Besides his widow, he is 
survived by three daughters, Marjorie, 
Julia and Ruth Mae Kohlman; one sis- 
ter, Mrs. Albert Lauter, of New Or- 
leans, and five brothers, Melvin C., 
Morris M., William B., Edward, and 
Adolphe M. Kohlman., 


Philip Eperich 

St. Axsans, L. I., N. Y.—Philip 
Eperich, 65, who for a number of years 
operated a shoe store at 111-17 Farm- 
ers Boulevard, St. Albans, passed away 
at his home. He had been ill for eight 
months. Illness had compelled him to 
give up his business recently. 





James Warnock 


JERSEY City, N. J.—James Warnock, 
retired New Jersey shoe manufacturer 
and prominent microscopist, died Nov. 
18 at the home of his daughter, 
Mrs. George N. Brown, 68 Summit 
Avenue. He was the last survivor of 
the fifteen organizers of the New York 
Microscopic Society, founded in 1877. 

Mr. Warnock was born in Ireland 93 
years ago and had lived in this coun- 
try most of his life. 








BOOT AND SHOE RECORDER, December |, 1934 


Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 





Want Quicker Sales? 


Then ask your manufacturers— 


if they use 


THE B. B. 
SYSTEM 


of Finishing Upper Leathers in Shoe Factories 
Boston Blacking & Chemical Co. 
Cc 


ambridge, Mass. 





Obituary 


Charles H. Fulton 


New HAveN, Conn.—Charles H. 
Fulton, 48, veteran New Haven shoe 
man who since April 1933, had managed 
Laird, Schober & Co., leased the 
shoe department in the women’s ap- 
parel store of Hamilton & Co., 980 
Chapel Street, died recently at his home 
here. Mr. Fulton was formerly a mem- 
ber of the firm of Simpson, Fulton & 
Co., 1048 Chapel Street, and later man- 
aged Laird, Schober’s own store at the 
same address. When the store was 
closed and the department opened in 
the Hamilton store, he continued as 
manager. His experience as a shoe 
retailer in New Haven covered a pe- 
riod’ of more than 30 years. 


Horace Roush 


MIDDLEPORT, OHI0O—Horace Roush, 
who has operated a family shoe store 
in Middleport for the past 34 years, 
died recently. 

Mr. Roush had been ill for the past 
3 years. He died suddenly as a result 
of paralytic stroke. Mrs. Roush will 
continue to operate the store. 


Henry Maichle 


RocHEster, N. Y.—Henry Maichle, 
former sales representative for the 
Blum Shoe Manufacturing Company 
at Dansville until his retirement be- 
cause of ill health two years ago, died 
this week at his home in Dansville. He 
was 75 years old. 

He was well known in the trade in 
the East and Midwest. He leaves two 
daughters, three sons and a brother. 


Install Air Conditioner 


NEw ORLEANS, LA.—The Imperial 
Shoe Store, 739 Canal Street, New Or- 
leans, La., will shortly install a 25-ton 
air-conditioning system, to be utilized 
in cooling all three floors of the store. 
Carrier Engineering Corp. is in charge 
of installation. 


Opens Maine Office 


AUBURN, Mre.—Lawrence J. Ewing, 
shoe pattern designer and manufac- 
turer, has opened an office at 33 Court 
Street, here. It will be managed by 
Perley Kenney and Eugene Morin, both 
familiar to the Maine trade. This of- 
fice completes a service which should 
serve the customers of Lawrence J. 
Ewing well. 

The Boston office, at 214 Essex 
Street, managed by Robert W. Ewing, 
will be at the service of the Maine 
business -executives who go into the 
Boston market; also those concerns 
who have their styling done in Boston 
through their own Boston offices. 

The office, studio, and factory at 
Haverhill, Mass., covers the Northeast- 
ern Massachusetts trade, and lower 
New Hampshire, so that Mr. Ewing 
feels that he has a well balanced busi- 
ness of service to the shoe trade cover- 
ing the entire New England District. 


Hows 
Business 
Sales Gain 60 Per Cent 


LOUISVILLE, Ky.—Fowler’s Bootery 
reports a 60 per cent increase of busi- 
ness over last year, having done more 
business in the last six months than in 
the whole of last year. Mr. Fowler at- 
tributes this increase to attentive serv- 
ice to patrons and to advertising, news- 
paper, direct mail and radio. Of these 
types of advertising, he says that by 
far the most effective is the space he 
has in the letters of a stylist who visits 
the various stores and writes up their 
specialties in an entertaining manner 
as a fashion note. 


Whats 
Selling 


Big Evening Slipper Season 

St. Louis, Mo.—There will be plenty 
of evening slippers sold this winter, 
mostly of the closed-up type, believes 
Paul Berwald, of the Senack Shoe Co., 





which firm operates shoe stores all over 
the country. When asked as to the 
extent of the salability of suedes, Mr. 
Berwald expressed the opinion that as 
long as shoes were pretty they would 
sell, regardless of whether they were 
suedes, kid or calf. 

Contrary to many expressed ideas on 
fabrics for early Spring selling, this 
buyer feels that fabrics will not be im- 
portant until after Easter. On ac- 
count of Easter.being late, he predicts 
a long early Spring selling of dark kid 
and calf shoes. 


Silver Sandals Favored 


DENVER, COLO.—Silver sandals are 
expected to have the biggest holiday 
season in history here. The entire san- 
dal line will probably be good but sil- 
ver is predicted as the leader. Some 
stores already have their stock in and 
the first Christmas displays will be in 
at several stores by shortly after the 
middle of November. 
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Shoe Shrinker 
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Li sh l nu 1d 
SHOE SHRINKER 


Stops refunds. Gives a perfect fit to shoes 
that slip at the heels or gap at the sides. 
Shrinks leather or fabric and does a per- 
fect job. 


fx May we send you more information? 
LIGHTNING SHRINKER INDUSTRIES, Inc. 
YF 209 SOUTH STATE STREET, CHICAGO 
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Men's and Women's 
Slippers 





6 OF EP Pre 


EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Catalog 


No. 1435R 
Tan Kid. 


Hand Turned. 
5-13. C. D,-EE. 
ee. “& 


-° : $2.40 


L. B. EVANS’ SON CO. 
Wakefield, Mass. 





222223333233 
222>> 
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The nationally known traveling slipper 
NOW AVAILABLE 


in Celanese Moire—in Black, Maroon, 
Dark Blue, Powder Blue, Forest Green 
and Scarlet. They will increase your 
sales. Order a run of sizes. Price— 
with envelope case........ $1.50 pr. 


SWAN SHOE CO., Inc. 


Manufacturers 


2201 Aisquith St., Baltimore, Maryland 
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Leathers 
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R. NEUMANN & CO. 


Eetablished 164) 
HOBOKEN NEW JERSEY 


a8 18 Oo Or 
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About People 


Underhill with Smith-Kasson — 





H. N. UNDERHILL 


CINCINNATI, OHI0O—H. N. Underhill 
is now buyer and manager of the wom- 
en’s better shoes department of Smith- 
Kasson Company. He took the posi- 
tion in August. Underhill was buyer 
of women’s, children’s and men’s shoes 
for Scruggs, Vandervoort and Barney, 
of St. Louis, for seven years before 
coming to Smith-Kasson’s. 





Grote Appointed Buyer 

DENVER, CoLo.—W. A. Grote, for the 
last 17 years assistant buyer for the 
women’s shoe department at the Joslin 
Dry Goods Co., here, has become buyer, 
succeeding C. S. Gaylor, who resigned. 


|. B. Nordlinger Retires 


WASHINGTON, D. C.—Isaac B. Nord- 
linger, 3130 M Street, N. W., has sold 
his entire stock with the purpose of 
retiring from business. Nordlinger’s 
was one of the oldest retail shoe estab- 
lishments in Washington, D. C., its 
beginning dating back almost one hun- 
dred years, when Mr. Nordlinger’s 
father founded the business. 

Mr. Nordlinger has been active in 
the affairs of The Washington Shoe 
Retailers Association and has served 
as treasurer of the association for a 
number of years. He has also been 
active in civic affairs. 

The members of The Georgetown 
Business Men’s Association are honor- 
ing Mr. Nordlinger this week with a 
testimonial! dinner. 


Made Assistant Buyer 


DENVER, CoLo.—D. J. Van Atta has 
been appointed assistant buyer for the 
shoe departments of the Denver May 
Co. and H. Levy has been promoted 
from the floor as head of stock. Mr. 
Van Atta comes here from Wichita, 
Kan., where he was manager of the 
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Sears Roebuck and Co. retail store. 
Before becoming associated with Sears 
Roebuck, he was merchandising man- 
ager for the Black stores, headquarters 
at Fargo, N. D., which were sold out 
to Sears. Max Lackner, veteran of the 
business in Colorado, continues as May 
Co. buyer. 


What's New 


New Shoe Holder 





St. Louis, Mo.—The M. D. Pollinger 
Company of St. Louis has developed 
a new shoe holder to be used in con- 
nection with the display of arch sup- 
port and fibre soled shoes, or other dis- 
plays where it is desired to show the 
botton of the shoe. It is made of 
statuary bronze metal and is shown in 
the illustration above. 


Store 
Changes 


Features Foot Comfort 


Yonkers, N. Y.—The Dr. Kahler 
Shoe Store, 22 N. Broadway, has re- 
cently added the Ground Gripper and 
Cantilever lines to its stock of Physi- 
cal Culture and Dr. Kahler Shoes. 
With the addition of these two lines the 
store greatly enlarges its facilities for 
providing foot comfort for every type 
of foot. 


Adds New Line 


HARRISBURG, PA.—The Cantilever 
Shoe Store, 217 N. 2d Street, has re- 
cently enlarged its stock to include 
Physical Culture Shoes, in addition to 
its present line of Cantilevers. The 
store features a type of shoe for every 
foot, and fitting by trained experts. 








Marks Move Shoe Department 


MiAMI, FLta.—The shoe department 
in the Marks Store has been relocated 
from the first to the third floor. It 
now is a part of the ready-to-wear sec- 
tion of the store. A popular price 
range is offered, and a well selected 
stock of resort foot wear is to be found 
in the new shoe salon, 
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FRIENDLY 








SERVICE 











Come to the Bismarck 
for luxurious comfort 
. ++. good food . .. and 
that elusive some- 
thing called “friendly 
service’’ that makes 
you feel rightathome. 
Every modern hotel 
convenience is here 
at your beck and call. 
Rooms with bath, $3.50 up. 
Rooms without bath, $2.50. 


Write for booklet with 
map of Chicago. 


RANDOLPH ATLA SALLe aa ¢ HICAGO 











eN CE 
































47 ST. JUST WEST OF B'WAY 


JOHN L. HORGAN 
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e In Choosing Your 
New York Hotel 


REMEMBER THESE 
SPECIAL FEATURES 
of the NEW EDISON 


e Sun - Ray Health Lamps 

© New York’s Newest Hotel 

© In the Heart of Times Square 

© Five Minutes to 50 Theatres 

© 1000 Rooms e@ 1000 Baths 
@ 1000 Radios 


e Extra - Large - Sized Rooms 
Many Windows — Large Closets 


@ Extremely moderate rates— 


Single from $2.50 day 
Double “” $4.00 “” 


y Oo R K ® 


GENERAL MANAGER 


w 








Enters Wholesale Trade 


Boston—Bert Tobey has severed his 
connection with the William Filene’s 
Sons Company, for which concern he 
has bought basement shoes for 23 years, 
and has established himself as a whole- 
saler at 50 Lincoln Street. In addition 
to a general shoe wholesaling business 
with regular lines, he will handle jobs 
of factory seconds and rubber foot- 
wear. 





Harry B. Thomas 


Boston—Word had been received 
here of the death in Philadelphia on 
Nov. 23, of Harry B. Thomas, well- 
known New England manufacturer and 
salesman. Mr. Thomas died in the 
hotel at which he was staying during 
the course of a business visit in the 
interests of the C. B. Slater Company, 
whose line he carried. 

Mr. Thomas first became well known 
in the industry when he was made 
superintendent of the A. E. Little Com- 
pany, makers of the Sorosis line, one of 
the leaders in its field. After serving 
with this company for several years he 
purchased an interest in the V. K. and 
A. H. Jones Company of Lynn, the 
name of the firm at that time being 
changed to the V. K. and A. H. Jones 
and Thomas Company. When this firm 
was liquidated a few years ago, both 
Mr. Little and Mr. Thomas associated 
themselves with the C. B. Slater Com- 


pany, in whose plant Sorosis shoes were 


made for some time. After the retire- 
ment of Mr. Little, Mr. Thomas was 
retained by the Slater firm to sell 
Slater shoes. His home was in Swamp- 
scott, Mass. 

Funeral services were held Monday, 
Nov. 26, in the Mt. Auburn Crematory. 





Nahm Bros. Reorganize 


PHILADELPHIA, Pa.—An_ interesting 
development in the manufacturing field 
here is the renewed activity of the old 
established firm of Nahm Brothers, 
makers of high-grade welt shoes for 
misses and children, whose line and 
name have had a country wide reputa- 
tion for many years back, for quality 
and excellence. 

Within the recent past, an extensive 
reorganization in the plans and policies 
of the house has been made. The plant 
itself has been moved from its former 
location at Second and Berks Streets, 
to a more modern environment and 
building, on Ritner Street, east of 
Front Street. 

An entirely new line of samples are 
now in preparation for the coming 
Spring season, which while embodying 
all of the virtues of the older Nahm 
line, will also contain much that is new 
and up to date, and the price range has 
been readjusted to conform more nearly 
with present day requirements and 
practices. 


Rural Retail Sales Gain 


Daily average sales of general mer- 
chandise in small towns and rural 
areas showed a larger increase in the 
Far West than in other parts of the 
country for October, 1934, as compared 
with October, 1933, according to esti- 
mates of the Bureau of Foreign and 
Domestic Commerce. These estimates 
are based upon a sample representing 
about one-fifth of the retail business 
of this type transacted in places of less 
than 30,000 population. 

Sales in the Far West were 26 per 
cent larger in October, 1934, than in 
October of the preceding year, as com- 
pared with an increase of 11% per 
cent for the country as a whole. The 
smallest gain was in the Middle West, 
which showed an increase of 8 per cent. 

The increase in sales from Septem- 
ber to October also varied greatly in 
the different regions of the country. 
The largest gain was in the East, 
amounting to 26% per cent, while a 
decrease of 1% per cent was recorded 
in the Far West. These differences, 
however, might be accounted for, at 
least in part, by varying seasonal move- 
ments in the different sections. 

The aggregate increase for the 
months of June through October of this 
year as compared with the same period 
of 1933 was largest in the Far West 
and smallest in the Middle West. 
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Write for Illustrated Color Circular, Showing 
Christmas Backgrounds, Prices and_ Sizes. 
Holiday Season Display Cards and Price 


Tickets also ready. 


DONT YOU COME 
INSIDE ? 


WE HAVE SOME 


GIFT SUGGESTIONS 


DECEMBER 


Appropriate for Xmas trims. 
Bright red and green design on 
a snowy white background. 


Size 8” x 14” 


Feature Pointers 


INFORMATIVE ARROWS point out visible and 
in-built values. They are gracefully and securely 
placed with the aid of adjustable Polly Clips. 


REVEAL the fine wearing qualities of your mer- 

chandise with PRECISE information through your 

windows. You can turn a window shopper into a COMPLETE TEXTS 

sure customer by pointing out the quality fea- sent on request 

tures of your shoes. 4 cards—Women’s Shoes 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On Store Service, 
Fitting, Quality, Ete. 

The ARROWS are available in two Single Cards: 60¢ each 

colors: corn with green border, or Vase . A e 

buff with green border. Choice of \ Without Text: 35¢ each 

forty selling phrases, or blanks. 


12 dezen (printed or blank)..... $2.00 The PRICE TICKETS 
oe eee illustrated below har- 


ee Ww Pe Sevens 0.25 


SPECIAL: List of 
ONE GROSS ARROWS AND ONE GROSS | }} Arrow Seles Messages, this CHRISTMAS win- 


@ ONLY $5.00 —— dow display card. 


monize perfectly with 











CHRISTMAS PRICE TICKETS create the HOLI- 
DAY spirit needed in your windows. The two , 
designs illustrated are appropriate in design and 65 

6 


coloring . . . bright greens and reds on snow-white Lb a! 


backgrounds. Samples available. a 
=<. | 


(Prices listed below). aaah. 
Size 114” x 236” 

















Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 

WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 

“J”—Polly Clips for tickets: % gross $2.25 perm a 
(adjustable—tilts at any angle) 1 gross $4.00 : a 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 “K” 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 


When writing advertisers please mention Boot and Shoe Recorder 


66°? 
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ORE SHOES! 


Annual Display Card Service 
Includes 


EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 





HOLDERS 


Oval base — bur- 


nished gold— : The 
three color trim. Sr art 
mL 


These modernistic = ‘ 
holders take any Com(ortable : 
size card. They ; ei 
harmonize with ee ear ee # 
the finest of win- hed are ble 


dow display fix- emg Pann 


” 
~ 





tures. Walking, Shoe. 





Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 


Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards ... 2 holders... 
50 blank harmonizing price tickets 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message,” beginning with December, for card service 
» for one year, consisting of 
holders (with the first month’s service), 

blank tickets each month—OR— 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $ per year, payable $ 
per month, For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange, 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 





When writing advertisers please mention Boot and Shoe Recorder 
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AnD WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. . sg 








SALESMEN WANTED 


SALESMEN WANTED 


SALESMAN WANTED 








A REAL money-making opportunity to be 
carried as a non-competing side line, 
the NESTLETOE line of footwear. The fin- 
est low priced line of women’s white leather 
and fabric shoes and sandals on the market. 
Territory open only to men now employed 
and covering the following states: Arizona, 
Connecticut, Colorado, Illinois, Indiana, Min- 
nesota, Nebraska, Nevada, New Mexico, 
New York State—outside of metropolitan 
New York—Ohio, Rhode Island, Wyoming. 
Straight commission basis. Give full details 
in first letter. Nestletoe, Inc., Worcester, 
Mass 











ELL Amazing New Brushless Shoe Creme to 

shoe and department stores. Restricted ter- 
ritory. Commission only. References required. 
— Chemical Co., Inc., Richmond Hill, 
ae A 





WE want a live representative for the states 
of Kansas, Nebraska and Missouri (except- 
ing St. Louis) to build up a present thirty 
thousand business to a hundred thousand and 
better. Complete popular priced, snappily styled 
line in prewelts, babies to misses and _ stitch- 
downs in children’s, misses’, boys’, ladies’ and 
men’s. Strictly commission basis, spring line now 
ready. State experience, previous sales and 
all information including references. Address 
D-933, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





A NATIONALLY known manufacturer and 
distributor of In-Stock Ladies’ Novelty 
shoes retailing at $2.00, $3.00 and $4.00 is now 
considering salesmen’s applications for Arkansas; 
Arizona and New Mexico; Georgia; Iowa and 
Nebraska; Indiana; Kentucky and Tennessee; 
Mississippi; North and South Carolina; Ohio; 
Oregon and Washington; and Wisconsin. Line 
thoroughly established and popular. We are 
interested in men who want to make money 
and are interested in a permanent connection. 
When applying state experience and age. Ad- 
dress D-935, care Boot & Shoe Recorder, 209 
South State St., Chicago, Illinois. 





E.XPERIENCED SALESMAN to sell beauti- 
<~ ful line of $2.00 and $3.00 Retailers of 
in-stock Women’s Novelties, Sport Oxfords and 
established Arch Support line. Strictly Com- 
mission basis; must furnish best of reference 
and able to finance themselves until proven de- 
serving of drawing account need apply, settle- 
ment once a week. Territories open: Louisiana, 
Iowa and Nebraska, Ohio, Wisconsin and Michi- 
gan, Oklahoma, Virginias, North and South 
Carolina, Washington and Oregon. Address 
D-946, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


SALESMEN WANTED 


We have unusual openings for live- 
wire representatives in the follow- 
ing territories: Pittsburgh, Maryland, 
Washington, D. C., Virginia, West 
Virginia, Ohio and Missouri. Only 
men with established followings need 
apply. 

JACK STOLPER, INC. 

134 Duane Street 
New York City, N. Y. 








S ALESMEN wanted for Arkansas, Ohio, Ore- 

gon and Washington, and possibly for one 
or two other good territories in which vacancies 
may develop. Our line sold from cost to coast 
and favorably known everywhere. Will require 
men with road selling experience and a desire 
to make money. State experience and age. Ad- 
dress Shu-Stiles, Inc., 1330 Washington Avenue, 
St. Louis, Missouri. 





SALESMAN wanted, Women’s Novelty Shoes, 

popular priced. Commission basis only. Ad- 
dress D-947, care Boot and Shoe Recorder, 140 
Federal Street, Boston, Mass. 





XPERIENCED SHOE SALESMAN wanted 
for Kentucky and Tennessee to sell women’s 
novelty shoes on a commission basis. Address 
D-945, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. : 





ANTED—Side line salesman for Western 

New York State, Michigan, and Florida ter- 
ritory to carry on a straight commission basis, 
a short line of women’s, growing girls’, and 
misses’ sport welt oxfords carried in stock, at 
moderate prices. Address D-948, care Boot & 
— Recorder, 140 Federal Street, Boston, 
Mass. 





WANTED: Side line representative to car 
the popular-priced and practical “Step Rite” 
line of intermediate creeping and first walking 
shoes. Good territories open. Line short, ap- 
proximately thirty shoes. Market wherever in- 
fants’ shoes are sold. Commission, 10%. If 
you know your trade, write C. H. Hawkes & 
Son, Rochester, N. Y. 





ALESMEN wanted for Pennsylvania and 

New York State to sell a general line of 
shoes to retailers. Reference in your first letter. 
Address D-949, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


SALESMAN—Man with experience in selling 
metal shoe buckles to shoe manufacturers. 
Address D-950, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


ALESMAN: For New York and New Eng- 

land, also Southern and Midwest states: 
Children’s Pro-Welts on commission basis. 
Tiny Tot Shoe Corporation, Rochester, N. Y. 














FoR SHOE OR FINDING SALESMAN— 
Fast selling side line now selling rapidly in 
department stores. Territories assigned. am- 
ple weighing only two ounces. Commissions 
id weekly. Appiy T. T. Kortkamp, Hotel 
assau, 56 East 59th Street, New York, N. Y. 











LINE WANTED 








STRONG 
SHOE OR SLIPPER LINE 
WANTED 


A general line of slippers or Ladies’ 
$2.00 to $4.00 Retailers in shoes. 
Straight commission basis. Have 
strong following among department 
stores, jobbers and chains in New 
York, Pennsylvania and Maryland. 


Address D-953, care 
BOOT & SHOE RECORDER, 
239 West 39th Street, 
New York, N. Y. 











POPULAR-PRICED Women’s, Growing Girls’, 
or Infants’ Pre Welts shoes for Volume Trade. 
Viz.: Jobbers, Chain and Department Stores. 
New York, Pennsylvania, New Jersey, Maryland, 
Virginia, West Virginia and Ohio. Address 
D-952, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








FOR SALE 


WELL ESTABLISHED SHOE STORE in 
heart of city of 40,000 population. Clcan, 
up-to-date stock, modern fixtures and store front. 
$3,500.00 Cash. Retiring from business. Ad- 
dress D-951, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 











mum charge 75 cents. 


address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge $1.25. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


_ The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. yy 4 | 
=" Advertisements for this page must be in our New York office on Friday of the week preceding publication. Se] 
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POSITION WANTED 





POSITION WANTED 








MERCHANTS’ NEEDS 








in touch with me. 





HAVE YOU A SICK SHOE DEPT.? 


A thorough shoe man well known in all shoe markets is open for 
a buyer’s job. Best of references from those few department stores 
with which I have been connected for the past 20 years. If you 
have a shoe department which is run down, it will pay you to get 


Address D-954, Care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 








New Improved 


Pouy Cup 
Jor Price Tickets 


$4.00 $2.25 
gross half gross 
Tilts at any angle 


M. D. POLLINGER CO Holland Bldg., St. Louls, Mo. 














HOTELS 














BUYER - MANAGER — Thoroughly capable 
executive wishes to make a change. Now 
employed as assistant to buyer, department 
aoing approximately eight to ninety thousand 
per year. Age 34—with fifteen years’ retail 
shoe experience, eight in executive capacities. 
Best of references. If interested, state your 
proposition in full. Address D-942, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








BUSINESS PROPERTY TO LET 


[N THE HEART OF THE SHOE DISTRICT 
—97-101 Reade Street. Large, desirable stores 
and lofts, excellent transient facilities. Steam 
heat, sprinklers.s DELOR REALTY CO., 551 
Fifth Avenue, New York City. VAnderbilt 
3-7210, or your own broker. 











WANTED TO PURCHASE 


ANTED—First-class shoe store or good 
shoe store location. H. Trabold, 1161 Web- 
ster Avenue, New York City. 











WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Tolephone: WORTH 2-5180, 518! 








WE BUY 

Entire or — Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN BUBIN 

“The House of Jobs’’ 
88 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 


MAX KALTER & CO., INC. 
Phone Canal 6-4371 
5801 BROADWAY NEW YORK CITY 

















BUSINESS OPPORTUNITY 








SHOE MERCHANTS—DOCTORS 


Learn at home by mail a business that 
will bring you an enviable income. 
Make a foot appliance which together 
with properly fitted shoes brings posi- 
tive relief to foot troubles. If preferred, 
training may be taken at our laboratory 
and completed in from two to three 
days. No community too large or too 
small for this proposition. This is a 
thoroughly tested and proven system 
of foot comfort. Cost of entire training 
$25.00. Easy payments if desired. No 
capital required or stock to purchase. 
Working models supplied free. 


The Plymouth Foot Appliance Co. 
14 W. Broadway, Plymouth, Ohio 











Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful prac- 
tices in this new and dignified profession. 
Home Study Course, including working 
models and equipment, furnished at low cost. 
Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 











These 7 ‘aay nat E 
Books | 
Will 
Sell 
Children’s 


“We are extremely pleased with 
the reaction of parents to your 
Children’s Health Books, which 
we are now distributing as souve- 
nirs. They provide such a con- 
trast to the usual novelties which 
children’s departments 

wires Mr. Yoskin of Geuting’s. 
Printed in 4 colors; Interesting stories 
carrying health hints of value; sketches 


for hand colcring. Three titles. Your 
own imprint and ad on back cover. 


10,000 books 4c rer copy 
Prices< 3,000 books 5c per copy 
1,500 books 5%c per copy 


These books will give that extra impulse 
to your children’s trade for the Christ- 
mas season. 


Send for Samples 
Children's Educational Library 
149 N. 12th St. Philadelphia, Pa. 











IN CHICAGO 
B 


GREAT NORTHERN 
Youn HOTEL 


A hotel of real character. Right in 
the heart of everything. Conven- 
iently located to all downtown 
business buildings, shops, theatres, 
civic attractions and all transpor- 
tation. 


400 ROOMS... 400 BATHS 


Large, modern, comfortable, 
newly furnished rooms. Friendly 
service, personal courtesy. 


Delicious food—popular priced 
coffee shop and restau- 
rants. Make reservations 
now. 


GREAT 
NORTHERN 


HOTEL 


JACKSON BLVD., DEARBORN, QUINCY STS, 


CHICAGO 
EARL L. THORNTON, Vice-Pres. 
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NAV ¥Y-BLUE 
FOR 


SPRING. 
SUMMER 


They'll wear navy-blue shoes for spring in town, they'll wear navy- 

blue “flats” with their navy-blue cruise clothes, they'll wear navy- 

blue shoes with blue-and-white prints this summer. The volume 
business of the year will be on a true, deep navy 


MARINE BLUE, 
Vode No. 137 


But there’s supplementary business to be had on a newer, brighter 
shade, in open shoes designed for summer. 


c&PFPre ® 
Vode No. 236 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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~TPis WRITEST WHITES” 





DEBMAN D 


Wue record of the last white season points the 
safe, profitable course for business progress in 
1935. The merchant and buyer who learns 
what leathers contribute most to his profitable 
sales each season knows that white kid ac- 
counts for as high a percentage in dollars of 
profit and in total yearly volume as any other 


single eniry. 


THE elegance and durability of white LEVOR 
washable kid has tended greatly toward the 
lengthening of the white shoe season and more 
sensible merchandising by retailers has en- 
abled them to realize full mark-ups over the 
extended period of white kid shoe demand. 


Play safe and concentrate on leather that you 
know is dependable and in volume demand. 


@ LEVOR & CO. ING. 


Tanners over 58 Years 


GLOVERSVILLE NEW YORK 





Santa says: 
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& “Look for the Red Ball’’ 


All-rubber Hi-tops fos the hunter. 


This Christmas people everywhere are going to give—and 
expect—gifts of exceptional utility and value. And what 
gift could be more acceptable to any member of the family 
than beautifully styled, perfectly comfortable, long-wearing 
BALL-BAND footwear? A very few of the most appro- 


priate winter numbers are shown on this page; our new 


For little liatbnadine Gaiters. 


Sell them BALL-BAND 


Siyl oad Cons 


for 


Christmas 


4-snap Dress Arctics for dad ae Coe 


catalog pictures and describes the whole line—the most 
complete in BALL-BAND history. Why not suggest 
BALL-BAND to your customers as the most acceptable 
gift for every member of the family? They will appreciate 
the suggestion—and you will benefit by their good will; 
as well as by the increased sales and profits. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street, Mishawaka, Indiana 


NEW ENGLAND AND GREATER NEW YORK DEALERS SHOULD ADDRESS DUNHAM BROS. CO.. DEPT. A. BRATTLEBORO, VERMONT 
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PROGRESS © ve ine sales— 


HERE’S WHAT THE BROUWER 
SHOE CO. HAVE TO SAY ABOUT 
THE HEALTH SPOT SHOE DEMON- 
STRATION HELD AT THEIR STORE 





1. “Thank you very kindly for the services of Dr. Ellis. 
We feel that Dr. Ellis rendered a distinct service to 
our customers and, what is more, he made our own 
sales staff more conscious of the need for studying 
and analyzing the feet of all our customers.” 


2. “To illustrate: during a recent sale, being still 
conscious of the things Dr. Ellis had told them, our 
salespeople carefully studied the feet of their custom- 
ers and one salesman was able to sell two of his 
customers (who badly needed them) Musebeck Health 
Spot Shoes made over Brouwer’s Research Last No. 88 
at $10.00 per pair instead of the sale shoes at $2.89.” 


3. “Although we have meetings quite regularly with 
doctors and shoe fitting experts, still Dr. Ellis was 
able to bring us some new ideas in properly fitting 
feet that need corrective attention.” 





4. “We are more convinced than ever that shoemen 
need the help of doctors to put across this program WINDOW DISPLAY DURING DEMONSTRATION 


of correct shoes and foot health.” AT S. J. BROUWER SHOE CO., MILWAUKEE, WIS. 


The Musebeck Shoe Co. is making every effort to further cooperation between the dealer and the doctors of his com- 
munity. We, ourselves are receiving wonderful cooperation from all doctor groups throughout the country and find them 
most interested and willing to prescribe HEALTH SPOT SHOES when they know the complete story of their construc- 
tion, and what definite results they give in straightening up weak feet. 


HEALTH SPOT SHOES TAKE THE LEAD IN FOOT CORRECTION WORK— 


Dr. Wm. A. Ellis of our Foot and Shoe Research Dept. is covering 
all large cities in U. S. lecturing and teaching foot manipulation tech- 
nique to large groups of osteopathic physicians. There never has 
been any manipulation technique more appreciated than this given 
by Dr. Ellis. Many doctors say it is the most efficient and effective 
they have ever seen. Soon there will be 

hundreds of doctors able to give satis- 

factory results with foot manipula- 

tion treatments. . . . These 

doctors will want to use 

HEALTH SPOT SHOES in 

connection with their work. 

The booklet “Foot Manipu- 

lation” by Dr. Ellis is fur- 

nished free to osteopathic 

physicians who are interested 


WM. A. ELLIS, D.O. in cooperating with HEALTH 
SPECIAL REPRESENTATIVE SPOT SHOE DEALERS. 


FOOT AND SHOE RESEARCH DEPT. 





HEALTH SPOT SHOES are being manufactured in Canada by the Murray Shoe Co. of London, 
Ontario, who have the exclusive patent rights for the Dominion. 


HEALTH SPOT BOOTS may now be obtained from the manufacturers, H. J. Justin & Sons, 
Inc., 320 South Lake St., Fort Worth, Texas. 


MUSEBECK SHOE COMPANY 


Danville Illinois 
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This ancient business sign, required by 
Roman law, has no place in the Hotel 
New Yorker. Buyers trust the values here 
so implicitly that more professional buyers 
register at the New Yorker than at any 
other hotel in the city. 

You, too, will enjoy the comfort and 
conveniences of the New Yorker when 
you visit New York for N.S.R. A. Con- 
vention Week, January 6 to 10. 

Compare what you get here with any 


other place you know. There are 2500 


| Ne 


outside rooms, each with radio, both tub 
and shower bath, Servidor, circulating ice 
water and many other modern conveni- 
ences. Room rates start at $3 a day for one 
person, $4.50 and up for two. 

You can buy table d’hote meals from 
a 20 cent breakfast in the speed-counter 
Coffee Shop to a sumptuous $2 dinner 
in the famous Terrace Restaurant where 
there is nightly dinner and supper danc- 
ing and entertainment by Ozzie Nelson 


and his orchestra and Harriet Hilliard. 


HOTEL NEW YORKER 


34TH STREET AT 8TH AVENUE, NEW YORK ° RALPH HITZ, PRESIDENT 
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Compo Cement: 


is produced by 
E. I. du Pont de Nemours 





exclusively for the © 





Compo Shoe Machinery 


Corporation. 








This cement is available only 
to those who manufacture and 


sell genuine Compo Shoes.” 


"In August these manufacturers produced 3,626,542 pairs. 
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The shadow of dishonesty . . . the shadow your dishonest, irregular sales people 
have cast over your sales counters . . . threatens to take an even heavier toll of 
your 1935 business than the 1% to 3% tax exacted from this year’s sales. You 
cannot survive this staggering loss. Your business cannot withstand its constant 
drain. You must protect yourself against this tremendous profit-leakage. 


PREVENTION IS YOUR ONE PROTECTION 


The one proven protection . . . your only effective 
control over sales personnel dishonesty . . . is 
constructive prevention through Willmark. 


Willmark’s unique program of testing, teaching 
and correcting plugs up the profit leaks. It builds 


against the commission of dishonesty . . . a force 
that prevents inefficiency and carelessness . . . that 
assures you of effective Loss Prevention and full 


Profit Protection. 


Act now for this protection in 1935! Resolve that 
dishonesty and laxity will have no place in your 


into your sales force the utmost in integrity and 
selling efficiency. This constructive plan, persis- 
tently applied, creates a powerful moral barrier 


organization. Resolve that dishonesty will not be 
the cause of Profit Loss . . . that your sales will 
not be menaced by its shadow. 


Explain, without obligating me, how Willmark’s plan 
for Loss Prevention and Profit Protection will work in 
my organization. Dept. BSR 


WILLMARK SERVICE SYSTEM INC. 
Builders of Personnel 

250 WEST 57° STREET NEW YORK CITY 

Available in United States 


every city tn the 
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